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Rough Proofs 


& Gladys the beautiful receptionist 
ys she sees where Christian Her- 
d is defending Esquire, and she 
inks it’s nice that ministers can 
mmjoy a few minutes of relaxation, 


7. > 


After seeing Sonja Henie do her 
bd-hot hula number in her new 
e show, a Rough Proofs scout 
mments that she may still be the 
ueen of the ice if not exactly the 
e queen. 

a 


A lot of advertisers whose cal- 
bndars erroneously announce that 
Thanksgiving in 1944 will fall on 
ovember 30 have acquired one 
ore reason for not enthusing 
ver the New Deal. 
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i Ideal Women’s Group says a 

Mypical reader, female gender, 
‘carries home a pay envelope with 
h bulge that would surprise you.” 
That depends a good deal on 
yhere she carries it. 
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M Aviation says the helicopter will 
ot replace the family car when 
e war is over, and this is going 
mmo be mighty good news for Henry 
m@eord and Alfred P. Sloan Jr. 
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Comic magazines are read by 

intelligentsia, a new survey 

sports. Maybe they read them 

Memjust so they’ll be able to compre- 
mmend the casual references of their 
young. 
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A WPB news release talks about 
releasing a lot of cotton items, 
cluding hose, and the context 
gives you good reason to believe 
at they may be referring to 
mnosiery. 
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Hospital Management’ claims 
Singer Sewing Machine Company 
among its 1943 advertisers, and its 
apid progress in the surgical field 
Suggests that there may be a new 
arket here for the zipper, too. 
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The American Newspaper Pub- 
ishers’ Association expects shortly 
© issue an “Encyclopedia of 
lassified Advertising.” It will 
have unparalleled circulation if it 
ffers a sure-fire copy formula for 
ulling in a maid. 
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At last the inevitable has hap- 
ened. A movie advertising man 
as confessed to his exhibitors that 
e has used up so many adjectives 
f the colossal and stupendous 
ariety that he has nothing left 
ith which to describe a picture 
at really is. 
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On all farms where poultry is 
aised, Poultry Tribune says, every 
may is pay day. Maybe that’s 
because the hens know that the 
mOn-layers don’t live there any 
More. 
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ADVERTISING AGE readers have 
been given a chance to pick the 
inners in International Corre- 
Pondence School’s mail - order 
fries, and the results will prove 
gust aa scientific this business 
Ss no 
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News of newspaper mergers in 
bompetitive markets is always re- 
eived with sighs of relief by space 
buyers in agency offices and the 
udit Bureau of Circulations. 
Copy Cus. 
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Fair Distribution 
of Stocks Vital, 
Nielsen Cautions 


Market 'De-emphasis’ 
Can Be Costly, Sales 
Conference Told 


(Other conference news appears 
on Page 44 of this issue.) 

Boston, Mass., Jan. 7.—The vital 
importance of maintaining equi- 
table distribution of retail stocks, 
continuing efforts to hold brand 
loyalty, and keeping constantly 
abreast of market developments, 
“regardless of whether or not you 
are selling all you can produce,” 
was stressed by Arthur C. Nielsen, 
president, A. C. Nielsen Company, 
Chicago research organization, in 
a speech before the New England 
Sales Management Conference this 
afternoon. 

“The advent of war economy 
has certainly not retarded the firm 
trend of the major advertised 
brands,” Mr. Nielsen said. “We 
have noted a stronger tendency 
among advertised brands in some 
fields than in others, with a sug- 
gestion than higher income is help- 
ing consumers to step a notch or 
two up the quality scale. In some 
fields, we have seen the retailer 
concentrate his inventory buildup 
on the major advertised brands, 
probably figuring that he would 
always be able to liquidate his in- 
vestment quickly if it represented 
an established brand name. 


Continuous Data Vital 


“But bear in mind that these 
are general statements,” Mr. Niel- 
sen warned. “Generalizations are 
dangerous enough in ordinary 
times, when most marketing tides 
tend to ebb and flow in unison. 
Under the stress of war economy, 
each industry is affected by indi- 
vidual factors of supply and de- 
mand which necessitate continuous 
information on production, trade 
stocks and consumer sales—if you 
are going to come out of the war 
with the share of the market 
which you possessed on the day of 
Pearl Harbor.” 

“For example,” he said, “a Brit- 
ish firm combined the materials 
used for several unimportant 
brands and concentrated them on 
its leading item, Brand ‘Z’. This 
brand was then given national dis- 
tribution and advertising, and 
climbed to third position in its 
field. Each of the other leaders 
was forced to give up from 9% to 
20% of its consumer franchise to 
Brand ‘Z’—a situation which can 
be remedied only at great cost if 
it persists.” 

With product and package 
changes becoming increasingly nu- 
merous as shortages grow more 


(Continued on Page 56) 


A Panama Canal 


every two days! See 
“Postwar Planning,’ 


Page 54. Other features: 
CE veto ck ibe ks cies s vad 12 
Adfolk in the Armed Forces . 54 
Coming Conventions .. . 44 


Diary of an Ad Man. 
Getting Personal ._.. 


Information for Advertisers... 12 
Gener 46 
CS ee eee 57 
Photographic Review ............ 59 
Postwar Planning ... ............. 54 
EDs abid's a thoaetn<e od s'éee Se 
Voice of the Advertiser... 26 


‘Esquire, Post Office Square 
Away for Postage Rate Fight 


‘Esquire’ Wins Aid 
in Pending Court 
Test of Rights 


Chicago, Jan. 4.—While other 
publications flocked to its support, 
Esquire looked to the federal 
courts this week to vindicate its 
stand against the Post Office De- 
partment and protect its second 
class mailing rights. 

Decision of Postmaster General 
Frank C. Walker to bar the maga- 
zine from second class mails after 
Feb. 28, and in so doing to reverse 
the two-to-one decision of a Post 
Office hearing board, temporarily 
“stopped” Esquire executives. But 
after reviewing Walker’s statement 
on the case and terming it “unbe- 
lievable,” they promised to con- 
test the action in District of Co- 
lumbia federal court at Washing- 
ton and, if necessary, carry the 
case to the Supreme Court. 

Announcing the impending court 
fight, David A. Smart, publisher of 
Esquire, termed Postmaster Gen- 
eral Walker’s order “completely 
arbitrary, and against the weight 
of evidence entered before his own 
reviewing board and the board’s 
own recommendations.” The Post- 
master General, without ruling 
flatly on the obscenity charge lev- 
eled against the publication, ex- 
plained he was revoking Esquire’s 
second class mailing privileges 
because the magazine does not 
contribute to the public good or 
public welfare, as required under 
federal law which establishes the 
mail rights. 


All Publications Threatened 


Arnold Gingrich, vice-president 
of Esquire, Inc., took the view that 
the decision threatens the entire 
publication field, an opinion re- 
flected in editorials attacking the 
ruling. 

“Who knows what will 

(Continued on Page 56) 
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SOAP STORY 


What suprising things the War 
ses om a SOAPMAKER! 
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In 80 newspapers and The Saturday 
Evening Post, Procter & Gamble is 
launching a new institutional campaign 
telling the public about the soap in- 
dustry's many wartime products. 


New P&G Drive 
Tells Role of 
Soap in War 


Cincinnati, Jan. 6.—Procter & 
Gamble, one of the nation’s big- 
gest advertisers, which in 1942 
spent more than $18,000,000 in all 
major media to promote its many 
soap products, this week launched 
an institutional drive to tell the 
public of the many wartime prod- 
ucts derived from the making of 
soap. 

The campaign, scheduled for a 
six-month period, calls for large- 
space units in 80 newspapers cov- 
ering 65 markets across the coun- 


(Continued on Page 57) 


Last Minute News Flashes 


Standard Brands Starts Three New Campaigns 

New York, Jan. 7.—New campaigns to run throughout the year have 
been scheduled by Standard Brands for Fleischmann’s yeast (Arthur 
Kudner, Inc.); Royal desserts (Ted Bates, Inc.); and Chase & San- 


born coffee (J. Walter Thompson Company). 


Color ads in the Metro- 


politan Group, 600-line units in The American Weekly, and about 11 
independent supplements will be used for the yeast promotion. 


General Foods Schedules 


‘44 Magazine Drives 


New York, Jan. 7.—General Foods Corporation has released the 1944 
schedule for its cereal products, using full-page color units in The 


American Weekly and The Saturday Evening Post. 


Illustrations by 


well known artists will feature the new promotion for Grape-Nuts 
flakes, Grape-Nuts, Grape-Nuts wheat meal and Post’s 40% bran flakes. 


Young & Rubicam is the agency. 


400 Newspapers Get Premium Cracker Ads 

New York, Jan. 7.—Starting Sunday, National Biscuit Company will 
launch a six-week drive for Premium crackers in 400 newspapers in 
selected markets. Ads will appear once weekly in women’s pages, 
with copy and illustrations offering recipes and menu suggestions de- 


signed to help housewives solve wartime food problems. 


Erickson is the agency. 


McCann- 


Bendix Home Appliances Appoints Daily 

South Bend, Ind., Jan. 7.— Walter J. Daily, formerly with Roy S. 
Durstine, Inc., and at one time in charge of General Electric refrigera- 
tor advertising, has been named advertising manager of Bendix Home 


Appliances. 


Keenan Joins FC&B Research Department 
New York, Jan. 7.—William C. Keenan, research manager of Benton 
& Bowles for the past eight years, has joined the research department 


of Foote, Cone & Belding. 
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Serious Threat to 
Other Publications 


Seen in Ruling 


Washington, D. C., Jan. 5.—The 
Postmaster General’s power to 
select the types of publications 
which should enjoy second class 
mailing privileges was scheduled 
for a complete hearing in district 
court here as the editors of Esquire 
prepared this week to contest 
Postmaster General Frank C. 
Walker’s action in revoking their 
right to special mailing rates after 
Feb. 28. 

The case brought into the spot- 
light a potentially serious threat 
to many publications which might 
find themselves ruled outside a 
“public good and public welfare” 
category and denied second class 
rates which Postmaster General 
Walker, in Esquire’s case at least, 
regards as an “indirect subsidy.” 

Mr. Walker encouraged the 
opportunity for a court test in his 
Esquire decision last Friday, in 
which he admitted that the courts 
have been inconsistent in defining 
his rights, and asserted that “a 
statute which so vitally, directly 
and continually affects so many 
should not longer remain in the 
realm of doubt or be subject to 
the vagaries of whatever Postmas- 
ter General may then be adminis- 
tering them.” 

The court gave something of a 
preview of its thinking on Mr. 
Walker’s rights in a decision today 
dismissing an action for recovery 
of second class mailing rights by 
Give Out, a song magazine for 
service men, which contains Varga 
girls and other features. 


Upholds Supreme Court Rule 


In hearing the Give Out case, 
Justice T. Alan Goldsborough re- 
fused to entertain the free press 
issue. He said the right of the 
Postmaster General to _ control 
what printed matter could travel 
through the mails had already 
been affirmed by the U. S. Su- 
preme Court.. 

Vincent Miles, solicitor of the 
Post Office Department, “ex- 
plained” the decision in a special 
press statement today, asserting 
that the Post Office Department 
“is in complete accord with the 
policy adopted by Congress of sub- 
sidizing through low-cost postal 
rates” such newspapers, magazines 
and periodicals that promote the 
public welfare. 

Asserting that the sole issue is 
whether Esquire is the type of 
publication Congress intended to 
subsidize, Mr. Miles expressed re- 
gret that the press had emphasized 
the question of obscenity. He 
blamed counsel for the magazine 
for directing his testimony to that 
issue. 

In his Esquire ruling, Post- 
master General Walker completely 
brushed aside the notion that “in- 
decency” charges were involved. 
“This is a proceeding involving the 
use of second class mailing privi- 
leges,” he explained. “There is not 
involved tne question of mailabil- 
ity as first, third or fourth class 
mail matter or the right of free- 
dom of the press. Nor are we 
concerned here with the question 
of whether a criminal prosecution 
against the publisher might or 
might not be sustained by the 
same or similar evidence.” 

“The questions in issue are not 
the acts of the owner, publisher 
or editor,” he continued. “The 
single issue is the character of the 
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publication and whether that pub- 
lication meets the conditions set 
out by the Congress in respect to 
its use of the second class mailing 
privileges.” 

Explaining his understanding of 
the nature of the second class 
mailing privilege, Mr. Walker said, 
“in nature they are true privi- 
leges,” specifically called and re- 
ferred to as such by the postal 
statutes and the Supreme Court. 


Cites Congress’ Requirements 


“To assure that a contribution 
of a precise character is made,” 
Mr. Walker continued, “Congress 
has required that to enjoy these 
privileges and preferences the 
publication must be originated and 
published for the dissemination of 
information of a public character, 
or devoted to literature, the sci- 
ences, arts or some special indus- 
> Se 

“There are good reasons for this 
jealous regard by Congress of 
these extraordinary privileges,” he 
said. “One fact not unimportant 
is that as a result of the second 
class mail privileges, the U. S. 
postal service is compelled to 
make up the differences between 
the postage paid by the publica- 


tion and the cost to the U. S. 
postal service to distribute the 
publication through the mails. 

“This is in effect an indirect 
subsidy at the hands of the gov- 
ernment,” he pointed out. “The 
holder of these privileges thus can 
use the U. S. mails to effect the 
delivery of his product to his cus- 
tomers, with the assurance that it 
will receive certain preferential 
handling and services which accrue 
to no other class of mail, by the 
payment of but a fraction of the 
cost of the service.” 

“In other words, by this special 
favor granted him,” Mr. Walker 
declared, “‘the cost of the delivery 
is paid in part by every single 
person mailing a letter and by 
every single person paying federal 
taxes.” 


Two Theories Held 


Examination of the _ record 
showed two opposite theories in 
this case, Mr. Walker said, while 
Esquire apparently believes that 
“dissemination of information of a 
public character or devoted to 
literature, the sciences, arts or 
some special industry” is “so gen- 
eral and so broad as to include 
everything and exclude nothing.” 


The opposite theory contemplates 
that “a publication must serve a 
useful public purpose, education- 
ally or otherwise.” 

This second theory considers 
“originated and published for the 
dissemination of information of a 
public character” to be synony- 
mous with current newspapers and 
current news magazines, he ex- 
plained, and that literature, sci- 
ences and arts means “classic lit- 
erature,” “fine arts’ and “useful 
arts.” 

The theory apparently held by 
Esquire, he said, would mean that 
“the federal government, as a 
matter of national policy, intends 
to foster, subsidize, and grant 
affirmative assistance and other- 
wise approve every kind of periodi- 
cal publication irrespective of its 
contribution to the public welfare 
and the public good.” 

“Such a theory not only favors 
that particular class of mail users 
with a preferential postage rate 
and other privileges which no 
other user of the mail is permitted 
to have, but requires that the fed- 
eral government make up the 
difference between the amount of 
postage paid and the cost to the 


FACTS..... 


@ Indianapolis, one of America’s 
finest transportation centers .. . 
16 railroad lines, 5 airports, 120 
truck lines enables one to reach 
overnight 75,000,000 people. 


Still going UP! 


Average weekly payrolls* 


@ Retail sales (Indianapolis) up 
— OCT. '43 OCT. ‘42 
* in°May) 1942 [chamber of Com DURABLE GOODS PLANTS....... $51.00 $45.80 
+ ndnepse duet zerstn NON-DURABLE GOODS PLANTS.. 39.51 31.88 
up 9%. ober, 1943, over 
Geiober, 198i, and Sve times §= RETAIL TRADE ................. 23.90 22.37 
o gg ay up 15.7%, October, WHOLESALE TRADE esseeseeeeeeece 36.66 33.98 
1943, over October, 1942, and 
_ Te ae 1939. * Figures from Indianapolis Chamber of Commerce. 
© Fitective buying income, $822- The East-North-Central's RICHEST MARKET is still getting RICHER 
ee month by month. Indianapolis and the surrounding 33 adjacent counties 
—_ v imcom®’ covered by the News enjoy the wide diversification of industry that has 
a on always characterized this responsive market . . . and which will always 
lis Radius, up 51%. maintain a high percentage of employment. Advertise YOUR product 
@ Industrial olls, in the In- where it will CONTINUE to sell. 
dianapolis Radius, up 4%. 
@ The News alone will do the job. 
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New York 17, DAN A. CARROLL, 
110 E. 42nd St. 


Chicago !1, J. E. LUTZ, 


Tribune Tower 


Indianapolis 6, J. F. BREEZE, 
Adv. Dir. 


Xt me 

on = « 
ae 
er 


“The NEWS Alone Will Do The Job!”’ 


postal service to deliver it through- 
out the United States.” 


Would Eliminate Many 


Turning again to the second 
theory, he said this would mean a 
large number of publications and 
periodicals of the editorial, fiction 
and humorous classes, even though 
educational, innocent and enter- 
teining, would not be permitted to 
use the second class mailing privi- 
leges because they are neither cur- 
rent newspapers nor are they sub- 
stantially devoted to literature or 
art of a classical or high artistic 
quality. 

Pointing out that the three hear- 
ing Officers had disagreed, Mr. 
Walker said that he, too, was 
unable to reconcile the arguments 
of counsel, nor can he find prece- 
dent in administrative policy or 
court decisions. He neglected to 
mention that two of the three de- 
partment officials who presided at 
the hearings from Oct. 12 to Nov. 
6 had voted for dismissal of the 
charges. 

Returning again to his own in- 
decision on the matter, he said: 
“Over the years the matters here 
in issue and their administration 
have been inconsistent. From lan- 
guage in court decisions having 
some analogy to matters here in 
issue, opposite conclusions may 
be reached. From the interpre- 
tations and practices of officials 
administering the statute over the 
years, opposite conclusions may be 
reached.” 

Declaring that he is unable to 
find any case where the courts 
have had this clear-cut issue 
before them and decided just what 
the statute means as to second 
class mail privileges, he said: “I 
do not believe that a statute which 
so vitally, directly, and continually 
affects so many should remain 
longer in the realm of doubt or be 
subject to the vagaries of what- 
ever Postmaster General may be 
administering them. 

“In the first instance, it is for 
our courts to say what this statute 
means and what limits and restric- 
tions there is on the use of the 
"mg class mail privileges,” he 
said. 


Up to Congress 


If the courts conclude that the 
definition at issue “is a series of 
words without meaning, and that 
under it the Postmaster General 
actually cannot and should not re- 
voke or deny second class mailing 
privileges to publications such as 
this, then it is for the Congress to 
unequivocally and «clearly state 
what if any are the standards to 
which a publication must con- 
form,” he said. 
“Tf, on the other hand, 
courts determine that the Post- 
master General has the power and 
duty to enforce the plain and com- 
mon-sense meaning of this statute, 
and as well, to correct now the 
long-standing inconsistency and 
lack of uniformity in administra- 
tive interpretation and practice in 
this type of case, then it is for 
Congress in the light of such a 
decision to determine what restric- 
tions and limitations in the public 
interest are proper to be placed 
on such a power and duty.” 
Terming this “essentially a judi- 
cial matter of deep significance,” 
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4TH SEND-OFF 


The official poster for the 4th War 

Loan drive, printed in four colors for 

use in window and interior displays, 

will be distributed to retailers this 

week. Additional posters are available 

through local war finance committee 
chairmen. 


Mr. Walker said he “should no 
hesitate in exposing these condi- 
tions to the critical public eye,” 
nor should he be reluctant “to 
determine the matter in such a 
way that all phases of it may be 
fully considered and decided by a 
court of competent jurisdiction 
where every right of the publica- 
tion, the government and the pub- 
lic may be fully protected.” 

Contending that the “plain lan- 
guage of the statute” does not 
assume that a publication must in 
fact be “obscene” within the ob- 
scenity statute before it can be 
found to be not originated and 
published for dissemination of in- 
formation, and other indecent, vul- 
gar, risque writings, not obscene 
in the technical sense, reasons 
covered by the second class mail 
privileges, Mr. Walker proceeded 
to show the types of publications 
which might be excluded by ad- 
ministrative process. 


Gets Down to Technicalities 


While writings and pictures may 
be indecent, vulgar, and risque 
and still not be obscene in a tech- 
nical sense, he commented, and 
such writings and pictures may be 
in “that obscure and treacherous 
border land where the average 
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person hesitates to call them tech- 
nically obscene, they may still be 
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“When they become a dominant 
and systematic feature, they most 
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NEW ORLEANS 


CLEAR CHANNEL 


CBS Affiliate 


Nat'l Representatives: The Katz Agency, Inc. 
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Modern Industry 


LUNCH TABLE 
TOPICS 


selected from January 15th, 1944 


em 


Stee! at 65% Capacity is Mod- 
ern Industry’s estimate for one 
material after the war ends in 
Europe. Don Loomis, Materials 
Editor, has researched and pre- 
pared a forecast for 1944 which 
reports 35 of the more important 
industrial materials through four 
phases of prognostication: (a) 
1944 Supply Outlook, (b) Factors 
Governing Supply, (c) End Uses 
to be Affected, (d) 40-X Picture 
Compared with Prewar. Weather 
bureau signals are used as symbols 
to indicate quickly the climate 
forecast for each basic type. Think 


now 


of the several people you 


know who might like to have a 
reprint of this double-checked fore- 
cast which appears on page 34 of 
Modern Industry for January 15th, 


1944. 


Send a note addressed to 


J.L.A. telling him how many re- 
prints to send you with Modern 
Industry’s compliments. 


Trade Invasion of —or from the 
North depends on whether Canada 
is looked upon as a market or as a 


competitor in 40-X. This question | 
of who will do what to whom was | 
explored on Canadian soil by Mod- | 


ern Industry’s Postwar Plans Edi- 
tor, Arthur Pearce. His report, 
fully as comprehensive as MI’s 
own field survey of Mexico (see 
M.I.—Nov. 15, 1943) can be found 
on page 47 of the January 15th 
issue. Canada has learned new 
lessons in low-cost production, re- 
search and new product develop- 


ment. 


There’s no better yard- 


stick for the increased industrial 
output of new plants with 52,000 
new machine tools than the con- 
sumption of nickel. Canada today 
uses some 65% more of its out- 
put of this vital metal than be- 
fore the war. Should U. S. com- 
panies establish manufacturing 


operations 


in Canada? Should 


U. S. companies, instead—license 
Canadian manufacturers for part- 
time production? Modern Industry 


What’s Good 


you go along with those who feel that 
we don’t want hamstringing regimen- 
tation of our foreign trade by govern- 
ment after the war? Every month, 
Modern Industry publishes a debate- 
in-print on a question of public policy 
which affects Industry. By means of a | Industry for January 15th, 1944. 


suggests that Canada war- 
rants re-examination. Can- 
ada in 40-X will be some- 
what more than a spot for 
summer fishing and win- 
ter sports. 


When Should Lend-Lease 
End? Do you personally 
think that Lend-Lease, if 
continued into the 40-X 
period, will serve to keep 
factories busy and help pre- 
vent unemployment? Or do 


“postage-free” ballot-card inter- 
leaved in 50,000 copies, the man- 
agement men in 31,500 plants can 
take sides on the broad issues de- 
bated. Modern Industry tabulates 
the response and reports the final 
scores to every U. S. Senator and 
Congressman, and all key Govern- 
ment officials. In this month’s de- 
bate, Dr. John Lee Coulter, widely 
known consulting economist, favors 
ending Lend-Lease with the war. 
Dr. J. F. Normano, director of 
studies for the Research Bureau 
for Post-War Economics, argues 
for its continuance after the war. 
You, too, can help shape national 
policy on this question by sending 
your pro or con on the ballot-card 
inserted at page 128 of Modern 


Flash for Art Directors and Lay- 
out Men Bill Blank Jr., MI’s 
Technical Editor,shows a bunch of 
visuals rendered in three-dimen- 
sions that get things moving fast 
in plants, in conferences, now—in 
ads, catalogs, direct mail when the 
idea spreads. On page 46 of Mod- | 
ern Industry for January 15th, | 
1944, there’s a man’s. brogue | 
sketched as the end result of 27. 
operations drawn to tell the whole | 
story. Three-dimension drawings 
are cutting days and weeks from 
the time it formerly took to get a | 
designer’s idea into shop produc- | 
tion. This method often can elimi- 
nate the making of physical models | 
from wood, metal or plaster. Each 

new day brings fresh jobs for these 

easy-to-understand drawings. 


Modern Industry’s 


8 BASIC SERVICES 
for Management Men 


MORE OUTPUT-LOWER COST 


EMPLOYER-EMPLOYEE 
RELATIONS 


NEW TRENDS & MATERIALS 
NEWS INTERPRETATION 
GOVERNMENT & INDUSTRY 
BETTER DISTRIBUTION 
ECONOMIC FORECASTING 
PUBLIC POLICY 


More than 50,000 copies in 
more than 31,500 plants 


for Business? 


Frederick C. Crawford, chair- 
man of the board of the Na- 
tional Association of Manu- 
facturers expresses this policy: 
“America is not going to be 
run for the benefit of business. 
We intend to run business for 
the benefit of America.” 


We are glad to see’ the NAM 
through its chairman, joining 
us in taking the forthright 
stand that the good of the na- 
tion must come first in any 
soundly-managed company. 
For it has been from the begin- 
ning (first issue: February 15, 
1941) the editorial policy of 
this magazine to weigh issues 
facing industry and the nation 
in terms of public welfare, and 
to urge our readers to adopt 
policies which serve the nation. 


The Editors. 


Come again on that one... 


We said, Hard riding makes easy 
reading. It’s a Modern Industry tru- 
ism that means a great deal to our 
50,000 responsible men, the first- 
readers* in 31,500 separate plants of 
the manufacturing industries. Al- 
though it’s a cinch they wouldn't 
phrase it in those five words. 


Here’s what hard riding means to 
Modern Industry’s staff of 14 edi- 
tors. It means: trains, planes, buses 
and one-night stands. The editors 
get a solid dose of this every month. 


Unlike other magazines which also 
may be staff-written, Modern In- 
dustry’s editorial pattern is based 
on—(1) Get into the field; see what's 
going on with your own eyes; talk 
to the people who are doing things; 
get story-telling pictures. And then 
—(2) Come back to the office super- 
charged with facts, color, figures. 
Grab your typewriter and—(3) Con- 


* Pass-a-long brings reader-count to about 148,000 
(Survey Est.) 


dense, digest, interpret ... and final- 
ly—(4) Print the article with the 
fewest possible,non-technical words 
and illustrate it with the best pos- 
sible pictures. 


Can you name another magazine 
slanted industrially or otherwise, 
whose staff-editors do their own 
field research in person? 


° 
Common Understanding Opens All Doors 


Let’s see what the January 15th issue 
has for the sales-minded .. . 


C) How Federal Policy Shapes Up on Sur- 
pluses. 1] Pastwar Products Now on the 
Way. (1 The Long and Short of Materials 
for 1944. [] Three-Dimension Drawings. 
() Canada—Postwar Market or Competi- 
tor? [) Editor Merrill’s “On the Manage- 
ment Record.” (1) Why Postwar Prosperity 
Should Need No “New Industry.” [1 Serub 


Palmetto—New Raw Material for Postwar. 


You, a sales-minded man will find 
much to interest you personally in 
Modern Industry. And you will en- 
hance your standing with produc- 
tion-minded clients and/or bosses, 
through sharing their deep interest 
in what’s cooking industrially. Your 
very own subscription for one year 
will nick you for only $3.50. If you 
are one person in nine not familiar 
with this magazine of the manufac- 
turing industries, send a note to 


J.L.A. for a sample copy. 


{>> Production-minded and sales- 
minded men both know that 40-X 
is coming closer, fast. They know 
that full production is all-industry’s 
target. This means new materials, 
new products, new marketing. And 
by new, we also mean — changed. 
With all-industry on the move, Mod- 
ern Industry continues its seismo- 
graphic recording of what’s on the 
way, where, when and how much. 


Modern Industry 


347 Madison Avenue, New York 17, N.Y. 


CHICAGO 6: 20 North Wacker Drive * CLEVELAND 14: 627 Union Commerce Building * PHILADELPHIA 2: 220 South 16th Street 


SAN FRANCISCO 4: 68 Post Street + 


ATLANTA 3: 1722 Rhodes-Haverty Building 


LOS ANGELES 14: 403 West 8th Street 
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ANA Study Shows 
1% Net Paid Drop 
for 21 Magazines 


New York, Jan. 7.—A drop of 
2% in the total number of net paid 
copies of 21 magazines for the 12 
months ending June 30, 1943, 
against the comparable period 
ending June 30, 1942, is reported 
in the latest study issued by the 
magazine committee of the Asso- 
ciation of National Advertisers. 

The study, “ANA Thirteenth 
Annual Analysis of Net Paid Cir- 
culation and Subscription Produc- 
tion,” analyzes circulation of 21 of 
the leading national magazines — 
of 16 for a period of 14 years, and 
of five more recent ones since their 
initial issues. 

Major part of the report consists 
of tabulations which show yearly 
for each publication the average 
net paid circulations by source, 
single copy sales by channels, and 
subscription sales divided both as 


to channels and inducements. 
Charts in four colors are used to 
illustrate the tabulations. 

Approximately two-thirds of the 
net paid circulation of the maga- 
zines studied as a group is derived 
from the sale of subscriptions. The 
analyses show that for the year 
ended June 30, 1943, as against the 
previous year, such sales through 
churches, schools, etc., decreased 
19%, instalment sales decreased 
14%, sales direct to publishers in- 
creased 7%, sales by publishers’ 
own selling organizations decreased 
12%, and sales through independ- 
ent salesmen decreased 22%. Long- 
term subscriptions decreased 17% 
and subscription sales at less than 
basic prices increased 2%. 

Bonus circulation of the 21 mag- 
azines per average issue in 1943 
was 16% of their average total net 
paid circulation. Increase in sin- 
gle copy and subscription rates 
since June 30, 1941 was reported 
for 12 of the publications. 

Each of the four sections of the 
study contains a 14-page supple- 
ment which defines the many tech- 
nical terms which appear in audit 
reports and publishers’ statements. 
The supplements also comment on 
the scope of the tabulations, graphs 


and charts and contain tables 
showing the percentage of total 
single copy and subscription sales 
that each inducement and channel 
of production delivered over the 
last 14 years. 

The 21 magazines studied are 
grouped for analysis as follows — 
five women’s magazines: McCall’s, 
Good Housekeeping, Ladies’ Home 
Journal, Woman’s Home Compan- 
ion, Parents’ Magazine; six weekly 
magazines: Life, Time, Liberty, 
Newsweek, Collier’s, The Saturday 
Evening Post; five general monthly 
magazines: Redbook, True Story, 
Cosmopolitan, National Geographic, 
The American Magazine; five ad- 
ditional magazines: Look, Esquire, 
Fortune, American Home, Better 
Homes & Gardens. 


Form Philly Agency 

LaBrum & Hanson, _ general 
advertising agency, has opened 
offices in the Bonbright building, 
Philadelphia. Partners are Thomas 
J. LaBrum, who founded Thomas 
J. LaBrum, Inc., Philadelphia 
agency, in 1935, and B. Kent Han- 
son, formerly business manager of 
the Pittsburgh Post-Gazette and 
advertising director of the Phila- 
delphia Public Ledger. 


Sharp & Dohme Adds 
‘Time’ to Schedule 


Sharp & Dohme, Philadelphia, 
producer of pharmaceuticals and 
biologicals, which last year began 
its first consumer advertising in 
many years when it used full 
pages in Hygeia and Parents’ 
Magazine, has added Time to its 
1944 schedule, the first insertion 
appearing in the Jan. 3 issue. 

All Sharp & Dohme advertising 
in national consumer publications 
is devoted exclusively to the sub- 
ject of immunization, the first ad 
in Time telling mothers when it is 
best to immunize their children 
and at what age re-immunization 
should take place. J. Walter 
Thompson Company, New York, is 
the agency. 


Name Davis, Beaven 


Davis & Beaven, Los Angeles, 
has been named to handle the 
accounts of the Progressive Whole- 
sale Liquor Company, marketer in 
the West for Marin rum, and J. E. 
Seeman Company, distributor of 
pipe tobaccos. Outdoor and news- 
papers are being used for the for- 
mer, newspapers for the latter. 


= 
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First Jeeps Go 
on Sale; Willys 


Sees Postwar Uses 


Chicago, Jan. 6.—While buyers 
on a Chicago truck lot gave joyous 
expression to the desire among 
soldiers and civilians alike to own 
an Army jeep, Ward M. Canaday, 
president of Willys-Overland Ine 
declared this week that the com 
pany will build its postwar future 
against the background of world- 
wide good will created by the 
mighty little reconnaissance car. 

The Berg Truck & Parts Com- 
pany, Chicago, displaying one of 
the first lots of the used jeeps re- 
leased by the Army for public 
sale, found ready buyers at $500 to 
$800—reconditioned—for its lim- 
ited supply of jeeps. Purchasers 
included a rancher, a cab driver, 
a physician, an oil-field operator’ 
and an Army Officer. 

Evidence has been gathered sug- 
gesting wide postwar possibilities 
for the jeep and its powerful en- 
gine, Mr. Canaday said in telling 
of the Toledo, O., company’s post- 
war plans. His annual report to 
stockholders listed such civilian 
applications for the jeep as farm 
vehicles for plowing, harrowing, 
cultivating, stump removal, herd- 
ing, carrying, towing and power 
unit; mosquito and insect control, 
spraying, rural mail delivery, fire 
protection, police car, tow truck, 
hunting and fishing vehicle, doc- 
tor’s car and snow plow. 

The report listed net profit of 
$3,010,901, after all charges, for 
the year ended Sept. 30, 1943. The 
company’s backlog of government 
contracts amounts to $225,000,000. 

The manufacturer has developed| 
center wing sections for Navy Cor-" 


se 


sair fighting planes and landing® 
gears for the Grumman Wildcat. 4 
Mr. Canaday said it would be diffi- 7 
cult to forecast the effect of this. 
aviation experience on the com-/ 
pany’s future, but “certainly the! 
experience gained in this precision) 
manufacture will contribute to the! 
production of finer products after 
the war.” 


Hixson Opens Drive 

With a campaign breaking in the 
Detroit News, initial advertising of 
Hixson’s Extra-Rich coffee, packed 
by Hixson Products Company, 
Chicago, has been scheduled to 
run a total of more than 3,000 
lines. The product has_ been 
marketed for three months in 
Detroit, Chicago and eastern cities 
without advertising while under- 
going “housewife tests.” Plans for 
other markets await Detroit re- 
sults. Cunningham Company is 
the agency. 


Jacobs to Speak 


Whipple Jacobs, president of 
Belden Mfg. Company, Chicago, 
will speak on “Free Enterprise and 
the Industrial Advertising Man” at 
the meeting of the Chicago Indus- 
trial Advertisers Association Jan. 
10 at 6:15 p. m. at the LaSalle 
Hotel, Chicago. 


109 New Advertisers Hitch Their Wagon to a Star 


One hundred and nine more U. S. companies have done 
with thinking about post-war business—they are doing 
something about it! These 109 far-sighted new adver- 
tisers chose *BPIC Specialized Export Publications be- 
cause they wanted to reach prospects s Camron 
interested in the product to be sold. In telling pros- 
oy purchasers abroad—through the pages of 

BPIC magazines, that their postwar business is valu- 
able and desirable, they have planted the selling seed 


500,000 


STOCK PHOTOS 


When you want to reach buyers whose interest is con- 
centrated on the automotive, drug, industrial, con- 
struction or engineering fields, *BPIC Specialized 
Export Publications carry your message straight to its 
mark. No waste coverage. No "all over the lot" ad- 
vertising. No hit or miss salesmanship. *BPIC readers 
are interested in the specific content of each of these 
Specialized Export Magazines. Which is your medium? 


PUBLISHERS INTERNATIONAL CORPORATION, 330 WEST 42nd STREET, NEW YORK 18, N. 
(Affiliated with McGraw-Hill Publishing Co., Inc., and Chilton Co., Inc.) 
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in the most fertile soil available. 
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7 Newsweek 
i } : 


Government and 
professional readers make 
up 28.8% of the total 
circulation of Newsweek. 


For every 100 
men readers of 


THESE PEOPLE ARE SIGNIFICANT for two rea- 
= sons: (1) They represent an audience of par- 
ticular importance to advertisers because of their 
unusually high buying power, and (2) they bring 
to Newsweek a quality of reading seldom found 
in any publication. This is why the significance of 
this audience extends far beyond the simple facts 


of low cost per dollar invested. 


Newsweek, there are ~~ 
91 women readers!* 


Executives in business 


of the 542,798 circulation 
of Newsweek. 


The Significant People have been attracted to 
Newsweek because of its vital editorial policy of 
impartial reporting, news significance and fore- 
casts of the future. Its logical sequel: An increase 
in advertising revenue, among general magazines, 
from twenty-second to fifth place in six years. 


* According to a recent survey, the results of which will be presented 
in a series of advertisements in this magazine. Details on request. 


A WELL-INFORMED PUBLIC IS AMERICA’S GREATEST SECURITY 


and industry comprise 45.2% 


Se 


3 eae ee ee ae es J: - aa ae a fe : a. aM 4 dee et ORF Ree yee oie aa FT | Cie’ rw 
f Re, * ee ' eo 
= AN ; ’ ii 
f -* Ve . 
7 fi ; a ; ¢ 
; 3s caliae eS 7 
/ ers a . 5 As ws, 4 . 4 
i Oa as ve ” 
ous pe F a 
ong a as | 
WN , . ? J ‘ 
lay, . iar omg ; ss ial 
ne iat : ‘ a ~ ata 
; ’ pe Per fog. eee 
i a od , a ~Y = . 
— er : a Je. apes ng 
+ sf eS oe eS 
om qi -- oe — 
re- x i aie i 4 ia ici 
bli¢e >. vf - 4 *. aon ps 74 y pe : 
0 to a es - es D y— to a is Pod 
im- : i yi e % q 4 diipxaguse 
-; e : . ‘ " ‘Fe ey Aes 
a . aes ins j ; ae : rol Ba 
ator || — i a 
ties & ¥ as ‘ . uke led - ee 3 7 oo rie aie 
en-" Sin , ' z 5 ez 
ling — .” 4 
; tol ce Oe 9 cra, 
_ a es. ae - : “) 
lian \ » Es ee ” ee é PS 2 bie 
— ; , a _ se se 
a Ge’ ; We Bs , ge: , 3 
ing, _ | ’ ett a 
rd- ' | ke ‘ as 
wer fe. a2 ee: F. * ae be: ee -— * ee. 
1 , 2 F ee m : is : a : 
fire r: - (A&A! 7 7 ce a. 
ick, d i ~ ial a { & _ i te 4 “ ty, / = F a + 
loc- = — —* o 7 “a a J ; : 
for} a ‘ iN titel ae? ee oe pen 
ent, ' oe” oti e% e + _— — +P) 7 a : 
=| i EMO itn el * e 
. ; ae . a eee i “lS = a 2: 
ped/ ee ee : ce é ae a" ss O - “gl i 
‘ P 4 - Mier Prd - = ae c , i ee , . : ; Te sz ™ : hey 
/OT=" : Le 5 é os “: ™ -. q a a ie Ps ee, . . ° j : 3 2 a 
ling : ae ae ——_- wee ‘a — an | oe ia 
° by See gee Pama ¢ , aa tai ne 4 i F pe a 
cat. a “? 7 * 3 iat oe oF , * - e pie = . i \ CG <a : a 
the’ . - ’ eee : a “ er Md =v ms : ‘ 
sion | wy IS a | ee 
5 ri ar je ‘ : ‘ — 
7 ig % te es. a ; +5 j 
the se a —- - ts ag hate - — a . * . ~~ ¢ > * os ipa ‘ # 
fter : es . a ks ; y ae 
, ' ; “a 2 ony - , — ‘ ? “a 
“ , tl v4 2 ‘ Z “diel ee > FY 3 
: « bee <i _— ii 5) + oa ale’ 
the : % , ” i * . z y sy % ‘ i a ‘ ‘e ; 7 4 Ke 
bs sos Ss ss , Ps ¢ A ra a a 
ked ak 4 é - se ‘ , "J ee is. “ i “ 4 wisi 
any, . 4 on ' ? “ Ww OS. _ 
, , % om — oe ‘ a 
se on Y 5 =" % ——— i .&, w ee ce 
in > ~~~ = 4 , —— . ee 
ties et i, *.. , i er —— ' P Ste ae ee rt ”q ae r 
ler- ae. ilies re pe . — = ‘ i a a j 
Ace! kn fe eel £ ale ay j is. i 2 
for Ae le me a hs ae - ea ae 9 
re- 2 ; . ~ eR Py id ees . - . a a » > = — * ; 4 ¢ + . ' wv Ss 
r is — eres oe “herendie |. 4 - " ae 2 —— ; — 
ce oe : " . A . Seg t a a Gr F I aaa ri bay -_ nd ¥ ; we i ite a ee’ i 5 eg 
. . Ope 4 Ee on Sika we _ . ¢ oy $ tw Be Se ¥ oe eS ; Rees nee 
RN eG a >} £ : bees AE —-.. , a ae 
‘ on, a, read “?. by ie cei,” & 3 : i a ?, wr. is % i , , “ae e fin. 
a ‘ ie” vee” oe. ee r 2 a ; 2 — i ani . 
of 13): i el ss - * ieaihe 
ago eee oy eg we kh ee “a = > a 
g ’ — $3 Hops Ms x ¢ he = A "7 4 ‘ F : F a k 7 * ae 
and “eee * . * * be 3 : . $2 . ir % a " is #4 b 7 ts ae 
lus- } . , . a aa Z om , a i i 
Jan. Ni aeg - ff’ 2 il 
- =m 4 _& 
— ae — i. a ee 
= ie 
a , LS re = — et 
é . Pog pe 4 - . —— vs a 
' HS wim ‘ye 
Ja : By OF 
a Ez A ‘ SB tan ten ? = kien 2 a” 
: i , - i” Je 
/ : : ” > ~ P - 
“et a Z 
7 as 
: ; : wie ae 
f , . . 
ie a ™ 7 
7 — 
4 ; a ’ 
7 ‘Or, =< 
? 4. a 
00. =— ee as 
' ~~ Beer 
® ~ ee eam 
. Ff gat, ad i ie bg 42 » pe ae ah, a as A os we pre 1 Sees ‘5 as oo , ; ' rae % * + ~ 
. Bee “i Sg ae Oe ae hr: Goa ioe i Ee a ke 
ae : - ae 4 = aie VP a Me . , af : , a ‘ake iad pe pee 4 . ay oa Ra od . Fe. ; 


Population Shifts 
Revealed in New 
Census Map 


Washington, D. C., Jan. 5.—A 
detailed population density map 
portraying the population of the 
United States per square mile, has 
been issued by the Bureau of the 
Census as an aid to market re- 
search analysts, business men and 
agencies concerned with popula- 
tion redistribution during the war 
and postwar periods. 

Compiléd on the basis of more 
than 50,000 minor civil divisions, 
such as townships, election districts 
or similar county political subdi- 
visions, the map uses nine density 
bands, ranging from one person 
per square mile to 2,000 and over. 

Although similar maps have 
been prepared for England and 
France, this is the first such map 
of the United States. It is drawn 
to a scale of approximately 40 
miles to the inch. 

Population density areas are 
based exclusively on land area 
measurements made by the Bu- 


reau of the Census just prior to 
1940. More than 16,800 of these 
small political units had a density 
of 5 to 25 persons per square mile. 
Second most numerous area was 
the 25 to 50 group, with 11,483, 
while 3,569 had over 2,000 and 
2,889 had under 1. 

A bird’s eye view of the map 
shows high densities in an un- 
broken band of varying widths 
from Portland, Me., to Washington, 
D. C., with high density areas 
clearly discernable along the Con- 
necticut, Hudson and Mohawk val- 
leys, and central Pennsylvania. 
Other examples of high density 
areas brought out by the map are 
the southern shore of Lake Erie, 
the upper Ohio valley westward 
to Toledo and northward to De- 
troit. 

Undeveloped areas likewise are 
immediately apparent at a glance. 
The Everglades of Florida, White 
Mountain and Maine woods area, 
Big Bend area of Texas, the Dust 
Bowl, and the Cordilleron region 
are examples. 

The map may be purchased from 
the Superintendent of Documents, 
Government Printing Office, Wash- 
; ington, for 40 cents. 


Third Golden Apple 
Contest Opens 


Entries for the third annual 
golden apple advertising award 
contest, sponsored by the New 
York and New England Apple In- 
stitute, will be accepted until 
April 1. The contest, designed to 
stimulate better promotion of ap- 
ples, and especially to give incen- 
tive for better reproduction of the 
apple, is open to advertising agen- 
cies, advertisers, printers, litho- 
graphers, chain and independent 
stores and others who create and 
produce advertising in New York 
and New England. 

The award will be made for the 
single advertising piece—not a 
series or campaign—which is 
judged as showing the apple most 
effectively. 


Hopper Agency Moves 


The Schuyler Hopper Company, 
New York agency, has moved to 
12 East 41st St. Claribel Mosby, 
formerly assistant promotion man- 
ager, McGraw-Hill mining publi- 
cations, has joined the agency as a 


copy writer. 


SPONSOR 
IDENTIFICATION 


GOES UP 
WHEN YOU USE 


SONOVOX! 


[vs perfectly okay to talk about the listener’s 
“sub-conscious” recognition of a sponsor’s identity : 
It’s unquestionably true that the average listener 


does retain some impression of the sponsor’s 


com- 


mercial, whether or not he can tell you, during the 
broadcast, what product is being advertised. 


But wouldn’t you rather have absolute identifica- 
tion of your sponsorship and your product? 


With Sonovox, sponsor identification is measurably 


and tangibly increased. 


This is not a matter of 


opinion. We can prove it to you. For a few dollars 
spent on Sonovox, you can definitely increase the 
effectiveness of your far greater expenditure for 


time. 


Ask for the proof, as established by Hooper Spon- 
sor Identification Ratings. 


How is Sonovox sold? 
each license for a specific 


is charged for Sonovox performing rights. 


Essentially like talent. 


Under 
use, a reasonable license fee 
The only 


additional cost to licensee is for a trained articulator 
made available by us in any broadcasting or recording 
studio in New York, Chicago, or Hollywood, at 


Standard AFRA scale. 


WRIGHT-SONOVOX, INC. 


CHICAGO: 180 N. Michigan 
Franklin 6373 


NEW YORK: 444 Madison Ave. 
Plaza 5-4130 


“Talking and Singing Sound” 


FREE & PETERS, INC. 
Exclusive National Representatives 


SAN FRANCISCO: 1:1 Sutter 
Sutter 4353 


HOLLYWOOD: 1512 N. Gordon 
Gladstone 3949 


Some Typical 
SONOVOX PIONEERS* 


American Chicle Co. 

(Black Jack Gum) 
Badger and Browning & 
Hersey, Inc. 

American Industries Salvage 
Committee (Steel Scrap Drive) 
McCann-Erickson, Inc. 

Buick Motors Division, General 
Motors Corp. 

Arthur Kudner, Inc. 


Chicago, Milwaukee, St. 
Pacific R. R. 

Roche, Williams & 
Cunnyngham, Inc. 

Colgate-Palmolive Peet Company 
(Vel, Palmolive) 

Ward Wheelock Co. and 
Wm. Esty & Co., Inc. 

Delaware, Lackawanna & Western 
Coal Co. 

Ruthrauff & Ryan, Inc. 

Walt Disney Productions 

Emerson Drug Company 
(Bromo- Seltzer) 

7 mg & & Ryan, Inc. 

Christian eee Brewing 
Company ( Srergoupes and 
a ol P. Beers and Ales) 

E ge Co. 

hiiies Curme Shoes a 
Russell C. Comer Advertising 
Company 

Forum Cafeterias of America 
R. J. Potts-Calkins & 

Holden, Inc. 

Griesedieck-Western Brewery Co. 
(Stag Beer) 

Maxon, Inc. 

Grocery Store Products Sales Co., 
Inc. (rou! Id's Macaroni Products) 
Campbell-Ewald Co., Inc. 

Andrew Jergens Co. 

(Woodbury's Products) 
Lennen & Mitchell, Inc. 

Lever Brothers Co. (Lifebuoy Soap) 
Ruthrauff & Ryan, Inc. 

Lyon Van & Storage Co. 

Batten, Barton, Durstine & 
Osborn, Inc. 


National Broadcasting Company 

Naval Aviation Selection Board 

Navy Seabees (U. S. Navy, 
Construction Battalions) 

Office of Civilian Defense 
(Region Six) 

Pabst Sales Company (Pabst Beer) 
Warwick & Legler, Inc. 


Paul & 


Pan American Coffee Bureau 
Buchanan & Co., Inc. 

Purity Bakeries Service 2: 
(Taystee Bread, Grennan Cakes) 


Quaker Oats Company 
Ruthrauff & Ryan, Inc. 


Radio Corporation of America 
Ruthrauff & Ryan, Inc. 


Radio Station KOMA, 
Oklahoma City 
Alvino Rey and his Orchestra 


Shell Oil Company, Inc. 
J. Walter Thompson Co. 
Stanco, Inc. (Mistol) 
McCann-Erickson, Inc. 
U. S. Treasury Dept. 
Universal Pictures Company, Inc. 
Warner Brothers Pictures, Inc. 
Willards Chocolate, Ltd. 


Cockfield, Brown & Co., Ltd. 


*Space no longer permits a com- 
plete list of Sorovox users. 


ATLANTA: 322 Palmer Bidg. 
Main 5667 


Two Dailies Will 
Use Paper Made 
of Part ‘Scrap’ 


New York, Jan. 5.—After prov- 
ing in laboratory experiments last 
fall that a good grade of news- 
print can be made from a combi- 
nation of wood pulp and 10 to 15% 
of waste newspapers which have 
not been de-inked, the New York 
News and Chicago Tribune next 
week intend to show that use of 
such newsprint is practical by 
printing their entire editions for 
one day on this newsprint under 
regular pressroom conditions. 

Because of their huge circula- 
tions, 700 tons will be required, 
which are being manufactured by 
two Canadian mills, one the Gati- 
neau mill of International Paper 
Company, which is producing 500 
tons, the other the Thorold, Ont., 
plant owned by the Chicago Tri- 
bune, which will supply the re- 
maining 200 tons. Part of the 
paper will be made with 5% of 
salvaged newspapers substituted 
for pulpwood, the rest using 10%. 

For the purpose of this test, 
International purchased 40 tons of 
salvaged newsprint of which 25 
tons will be used. It was obtained 
through regular commercial chan- 
nels, and no difficulties or restric- 
tions were encountered in taking it 
from the U. S. into Canada. The 
price was $17 a ton, plus transpor- 
tation, which is expected to run 
the cost of the new paper well 
over $1 more per ton than paper 
made from Canadian woodpulp. 
The scrap paper will replace the 
wood pulp ton for ton in making 
the new paper. 

The feasibility of using from 5 
to 20% of salvaged newspapers in 
place of pulpwood in the manu- 
facture of newsprint was first 
pointed out in an article in ADVER- 
TISING AGE last Nov. 15, written by 
P. M. Loddengaard, director, tech- 
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Advertising Age, January 10, 1944 


Pulp Company, New York. He and 
Officials of the New York Newg, 
working with the New York State 
College of Forestry Laboratori ies, 
Syracuse, developed a paper u: ingg 
a good proportion of waste news. 
This paper could scarc ely 


pulpwood. This is the same pap er, 
made in quantity by commer: ial 
mills, which the two dailies wil] 
use next week. 

The only catch in the idea, from 
a big production standpoint, is 
that Canadian mills will have to 
buy salvaged newspapers in the 
U. S. market and transport themi) 
to Canada, making them a moremi 
expensive paper ingredient than! 
home-cut pulpwood. In addition] 
U. S. board mills are absorbing | 
practically all of the waste paperii® 
in the market. 


GE Rushes Copy on 
Jet-Propelled Plane 


New York, Jan. 7.—Split-second#im 
work was required by Leighton &i@ 
Nelson, Schenectady agency han- 
dling General Electric institutional 
copy, to hit two New York news 
papers today, the Sun and World 
Telegram, with a 1,000-line ad an-| 
nouncing a new secret weapon, the 
jet-propelled fighter airplane. ; 

Other New York and Washing- 
ton dailies are expected to run thei} 
copy over the week-end, and the 
entire list of 225 dailies used by 
GE will eventually have the copy. 
Permission of the Army air forces 
to tell the story was not obtained@ 
until 6 p. m. last night. At 6:450@ 
the GE radio show, “The World 
Today,” placed by Maxon, Inc., 
carried the story and Leighton & 
Nelson was preparing the news- 
paper copy. 


Fries Made Director 


George Fries, business manager 
of the Cincinnati Times-Star, has¥ 
been elected a director, succeeding § 


nical department, Bulkley, Dunton 


the late Chris H. Rembold. 


The normal expenditure 
peal) reached a prewar average of 


previous records. 


There is one sure way 
through it the interest and favor of 
through the pages of 


The MOD 
13 


North America; 


MOVIES.” 


2 
* 
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What They SEE in Theatres 
They Will WANT in Their Homes 


HOUSE APPEAL—a phrase coined by our editors to cover all 
the physical effects of the modern motion picture theatre—comforts, con- 
veniences and many other things characteristically involved in the scheme 
for Better Living — is the keynote for consideration in this class market. 


HOUSE APPEAL as expressed in our 18,000 theatres may be 
passed on readily to the American household by product exhibitions and 
practical demonstrations to millions of American housewives in all walks 
of life who attend the theatres daily. 


1938. The normal annual expenditure for repairs and replacements (House 
Appeal Maintenance) is $25,000,000. Postwar spending will dwarf all 


—MREWANICAL MAINTENANCE SECTION of bONOPPICE 


special issues for 1944, including BOXOFFICE BAROMETER, the 
only annual publ ication reaching practically yl theatre in 
spotlighting every phase of theatre busines. 


Write for a free copy of our plcn book “SELLING to and thru THE 
Address The MODERN THEATRE, 332 S. Michigan Ave., Chi- 
cago 4, Ill., or 9 Rockefeller Plaza, New York 20, N. Y. 


for theatre construction (House Ap- 
$46,363,000 yearly between 1929 and 


to cultivate this class market and 
the Average American. That way is T) 


ERY THEATRE 
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Local ads that did good war jobs 


a.“ THE TOTAL of all war advertising, local retail 
advertisers have contributed an important 


share. 


That they have done so is greatly to their credit. 
The budgets of these advertisers, generally, are not 
large. They have merchandise to sell, and an almost 
daily need for specific advertising on specific goods. 


Yet, in spite of these things, local retailers have 
Prepared and published advertisements that have 
made a really valuable contribution to the war effort. 


Four such advertisements are shown above. 


It isn’t just in our own private judgment that these 
ate good war ads...that they have done good jobs 
lor the government and for the communities in 


which the advertisements were published. 


It is also the judgment of the government agen- 
cies responsible for the war projects covered — the 


OWT, the OPA, the Treasury, and the WPB. 


These advertisements were prepared by: 


Lord & Taylor, New York City 

The Dayton Company, Minneapolis, Minn. 
Powers, Minneapolis department store 
Miller & Rhoads, Richmond, Va. 


We believe that local advertising is a particularly 
effective way of promoting war projects and getting 
concerted action on them from individuals within a 
community. 


Local advertisers are local people, known and re- 
spected in the community. This gives their war 
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messages an added weight. It gives their appeals a 
personal and neighborly quality...a quality that 
makes them more effective. 


By publishing these examples, we hope to stim- 
ulate the running of more and more local advertise- 
ments which will be helpful to the prosecution of 
the war. ; 


If you would like to have full-size proofs of the 
ads reproduced above, you may obtain them by 
writing the stores that ran them. 


Young & Rubicam, Inc. ADVERTISING 
New York + Chicago * Detroit * San Francisco 


Hollywood * Montreal * Toronto 
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E & J Officials 
Defend Record 
of Resuscitators 


Glendale, Cal., Jan. 5.—Execu- 
tives of the E & J Mfg. Company 
expressed amazement this week 
over charges lodged against the 
resuscitators it makes and markets 
nationally. 

Claims that the E & J device is 
potentially dangerous to those 
whom it is intended to help are 
contained in an article Professor 
Yandell Menderson of Yale Uni- 
versity wrote for the Dec. 24 issue 
of Science, in which he said the 
resuscitators had been accepted by 
the American Medical Association’s 
Council on Physical 
despite evidence that they were 
harmful to patients (AA, Jan. 3). 

Officials of the company, which 
is headed by C. N. Erickson, said 
they were at a loss to know why 
the article had been published, 
since the resuscitators had been in 
use for 17 years anil are credited 
with saving thousands of lives. 
Over 4,000 of them are said to be 


Therapy | 1942 


in use today throughout the world, 
and are employed by hospitals, fire 
departments and the U. S. armed 
forces. More than 15 resuscitators 
of this type are now stationed at 
Pearl Harbor, the company said, 
and during the sneak attack by the 
Japs the few available at the time 
were credited with saving many 
lives. 

One of the advertisements used 
by the company to promote the 
E & J resuscitator was actually 
written by two doctors who saved 
the lives of their own children 
with the E & J models, it was 
said. 

The company makes two types 
of resuscitators, a piston model, 
which was approved by the Amer- 
ican Medical Association in 1939, 
and the Fox or ejector type, which 
was approved by the AMA in mid- 


New Account to RW&C 


Roche, Williams & Cunnyngham, 
Chicago, has been named to handle 
the advertising of the Highway 
Trailer Company, Edgerton, Wis. 
Magazines, trade publications and 
direct mail will be used. Stewart 
Weston is the account executive. 


Robinson Heads New 
York Marketing Chapter 


D. E. Robinson, director of re- 
search, Pedlar, Ryan & Lusk, has 
been elected president of the New 
York chapter of the American 
Marketing Association. 

Other new officers are: Vice- 
president, Arthur Hurd, director of 
research, Newsweek; secretary, 
Margaret C. Booss, manager, mar- 
ket research department, McCann- 
Erickson; and treasurer, James A. 
Mahoney, western division mana- 
ger of station relations, Mutual 
Broadcasting System. New direc- 
tors include George H. Allen, as- 
sistant director of promotion and 
research, WOR; Robert N. King, 
director of research, Batten, Bar- 
ton, Durstine & Osborn, and Dr. O. 
L. Tinklepaugh, vice-president, J. 
M. Mathes, Inc. 


Florists Name Wolfe 


Hubert J. Wolfe, formerly ad- 
vertising manager of the Florists’ 
Review, Chicago, has been named 
executive secretary of the Allied 
Florists’ Association, Chicago, in 
charge of advertising and pub- 


licity. 


War Agencies 
Start Releasing 


Industry Figures 


Washington, D. C., Jan. 6.—Fig- 
ures on the monthly producton of 
paper and paperboard during the 
first nine months of 1943 were 
released by government war agen- 
cies this week in one of the first 
of a series of hitherto confidential 
production reports covering a wide 
field of industries and commodi- 
ties. 

Available through the Bureau of 
the Census, Washington, the re- 
ports are called “Facts for Indus- 
try,” and in many cases are a re- 
sumption of regular surveys sus- 
pended for security reasons during 
the early days of the war. 

In all, officials expect that nearly 
100 reports will be issued within 
the next few months, covering in 
the industrial field such items as 
aluminum castings, magnesium in- 
gots, production of machine tools, 
cutting tools, and diamond dies. 

Under consumers durable goods, 
production figures for’ electric 
lamps and bulbs, razor blades, and 


There’s the story of the old countryman, 
who, when asked how he liked his coffee, said 
he preferred it “Saucered and blowed.” 


However you drink it, there’s scarcely a 
beverage more satisfying than a cup of good 
coffee. Best coffee we know of is Hills Bros. 

Hills Bros. started out in the rarin’, tearin’, 
ripsnortin’ West, many years ago, and have 
worked to the East with amazing speed. And 


with success. Our client for 


20 


coffee roasters in America. 


Bros. Coffee, Inc., is today one of the largest 


years, Hills 


= = ee ee ee ee ee ee ee ee ee ee ee ee ee ee ee ee ee ee ee ee ee ee ee ee ee ee ee ee ee ee ee ee ee ee ee ee ee ee ee ee ee ee oe es ee ee ee ee ee ee ee ee es ee ee ee ee ee ee ee ee ee 


IN. W. AYER & SON, INC.  riteseiptic - new vork + Chicege + Detroit + Sen Francisco + Boston * Hosolely * Londen 


Advertising Age, January 10, 194 


ice refrigerators are already avai]. 
able and others are to follow. Pro. 
duction, consumption and stocks 
of 44 separate chemicals are to be 
revealed, 

Other reports already issued in. 
clude inonthly production of soft. 
wood plywood and consumption 
and stocks of materials, 1941-1943. 
census of pulp mills and of paper 
and paperboard mills, 1942; and a 
report on cutlery. A breakdown 
of paper showing the quantity of 
each type made during 1942 will] 
be released Thursday. 

The figures were gathered by 
the WPB general statistics branch 
under Dr. Virgil Reed, formerly of 
the Bureau of the Census. The 
figures were supplied in industry 
reports to WPB. 


OPA Boosts Price 
Level on Women’s 


Hosiery Brands 


Washington, D. C., Jan. 6.—Sep- 
arate price ceilings, 
slightly higher charges for adver- 
tised brands of women’s hosiery, 
are established in a revision of the 
hosiery price control order, MPR- 
339, adopted by OPA today. 

This latest revision of the trou- 
blesome hosiery regulations which 
inspired a Congressional investi- 
gation of OPA _ grade labeling 
activities last spring, was approved 
after manufacturers of established 
brands convinced the agency that 
their distribution and selling costs 
were higher than those of manu- 
facturers of unbranded hosiery. 

In its new form the order allows 
a differential of approximately 45 
cents a dozen in favor of the 
branded product. The action was 
taken after long investigation and 


permitting) 


extended consultation on possible & 
safeguards to protect sellers of ; 


branded goods. 
The term 
applies to sales of manufacturers 
under a trade name or trademark 
used in 1941. Each manufacturer 


“branded hosiery” 


‘s 
8 


; 


is limited in his sales of branded © 
goods to the percentage of branded ~ 


hosiery he sold in that year. 


Bellins to Release 
Giant Ad Campaign 


Bellins Wonderstoen Company, 
New York, maker of Bellins Won- 
derstoen dry hair remover, 
named the Kleppner Company, 


New York, to direct its advertis- 


ing and in 1944 will release what 
is said to be the largest campaign 
ever run in behalf of a depilatory. 

Beginning in February, adver- 
tising will appear in a long list of 
national women’s publications and 
in more than 1,000 newspapers, to- 
gether with spot radio broadcasts 
on leading stations in the major 
markets. 


Joins Gordon Studios 


Jessie Lieb, formerly with Nick 
Lazarnick Illustrated & Commer- 
cial Studios, has joined the Larry 
— Photographic Studios, New 

ork. 


Selling Women While 
— They’re Young 


Published by GIRL SCOUTS 
255. E. 44th Se., New York 


has — 


ee ee 


7 a ‘ a oa mae 
| ee 
: = 
/ 3 ie 
! + 
i: os 
ie ns ' “4 ; 
— aes . 
* 2 
eee. 1 ao 
a wed a © 
: oO ses 
* ered and bi 
oa 50° a 
é ; : g 
; 
i. ; 
ma ‘ 
= ng ee 
” fp qua} 
mI 
no ry? 
| S gil 8% to now " 
2 n 4 
Tell pe WONT owt mae se 
a want t ci het emd® 
v « tell hetpel = h 
a : anne A wv: . 
Ges | ZO, 2 
i | oe oho i 
1 ek . : i .% c= Cc 
Py y ~h 
ef Se ee P “4 } 1 4 i 
; ax! 
— 4 ta 
* eee LD“ THEXOUTH GROUP aii 
ee - — = 7 Ay 
225,000 ABC! 
oe aa” oa i if ae ? 4 Sn oer - ae pee Oe oe Hed Caen ae os : eS = be. . tees "= : 


=< 


cteibinler be vee. 


AMERICA’S STRENGTH IN 


In no other country in the world are the 
separate roles in life of men and women so 
highly developed as they are in America. For 
in America, men and women have specialized 
in their separate jobs. Therein lies the 
strength of the family partnership. On it our 
country was built. On it we will endure. 
That America is so physically fit is due, 


in no small part, to the American woman's 


WAR AND 


PEACE—THE 


intelligent recognition of her responsibility 
for the health and well-being of her family. 
No casual thing, this, as evidenced by the 
high degree of readership which women 


give to the meal planning and nutrition 


articles in McCall's. 


Painted for McCall's by Jerry Farusworth, N. A. 


For, as the American woman’s interests and 
responsibilities are different from the 
man’s, so also her reading interests are 
different. That is why no other magazines 
published can approach women’s magazines 
in their interest to women. That is why 
the pages of McCall's live so vividly in the 
minds of one out of every five American 


Women. 


McCall’ s—three magazines in one 
Serving the triple interests of the American Woman 


Her Heart—Her Home—Herself 
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Radio's Daytime 
‘Recruiting’ 
Hits New High 


Sets-in-Use Up 6%, 
Hooper Reports in 
Year-End Review 


: 

New York, Jan. 4.—Radio’s day- 
time recruiting of listeners last 
month reached the highest figure 
on record, according to a year-end 
review of 1943 daytime radio lis- 
ne compiled by C. E. Hooper, 


Sets-in-use (or total listening to 


daytime radio programs) is up 
over 6% from a year ago, the 
Hooper organization reported, ex- 
plaining, however, that the figure 
includes the segment of homes 
where there is no one at home. A 
more revealing comparison of the 
appeal of 1943 week-day daytime 
radio programs with that of past 
years is obtained, it said, when the 
figures take into account differ- 
ences in the number of persons at 
home in recent years. 

“We term the measurement ‘re- 
cruiting efficiency’ and by it we 
mean just that,” Hooper said. “The 
sample size on which each meas- 
urement, quoted below, is based is 
125,000 nationally scattered homes. 
How efficient is current daytime 
programming in recruiting listen- 
ers? In November, 1941, the per- 
centage of daytime sets-in-use in 
homes where someone was at 
home was 20.9. In November, 1942, 
the figure was 21.4. In November, 


1943, it was 22. In December, 
1943, radio’s daytime recruiting of 
listeners reached the highest fig- 
ure on record, 22.1.” 


Average Ratings Up 


Summarizing other trends in 
sponsored daytime week-day net- 
work programs, Hooper said the 
average ratings for 1943 have been 
consistently higher than in 1941, 
and equal to or higher than in 
1942. The volume of daytime 
serial dramas has held steadily at 
about 50 hours per week for 16 
months. The share of the audi- 
ence listening to daytime serials 
was the highest in four years dur- 
ing the first seven months of 1943, 
has been below the high 1942 
levels for the past five months, 
and dropped below 1941 in two 
months. 

Sets-in-use during daytime 
week-day hours has been above 
1942 levels in each 1943 month 


beginning in July, Hooper said, 
with this additional listening ab- 
sorbed by programs other than 
serial dramas. 

“Non-serial drama daytime pro- 
grams have advanced from the 
level of 6% hours of broadcast 
time during week-days last Janu- 
ary to a current level of 22% 
hours per week,” Hooper declared. 
“Daytime serial dramas have held 
at about 50 hours per week for 
an entire year. As a result of the 
rapid rise in the volume of non- 
serial programs, the current pro- 
portion of sponsored network non- 
serial programs is over 30% of the 
total, a proportion not previously 
approached in our records.” 

Gas rationing since May, 1942, 
has furnished a bonus of audience 
to daytime programs of all types, 
it was pointed out, but it wasn’t 
the whole story. The effect of 
other factors became apparent in 
1943, with service in the armed 


the 
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Sherlock Holmes 


for Petri Wine 


through Young & Rubicam 


for Kreml 


The Shadow 
for ‘blue coal 
through Ruthrauff & Ryan 


Gabriel Heatter 


through Erwin, Wasey 


HIGHEST RATING 
Monday, 8:30 pm 


HIGHEST RATING 
Friday, 9:00 pm 


HIGHEST RATING 
Sunday, 5:30 pm 


Source: C. E. Hooper, Dec. 1943 


Advertising Age, January 10, 1944 


forces and mounting employment 
in war industries draining persons 
from the home. 

Houoper, revealing that its sub. 
scribers currently total 322 firms, 
announced that new features wil] 
be included in its 1944 service, 
These include composition of radio 
audience by sex and age groups; 
Hooperatings on Sunday afternoon 
sponsored and sustaining network 
programs; Saturday ratings during 
a)! daytime periods, both sponsored 
and sustaining; and a _ sponsor 
identification analysis. 


War Advertising 
Space Totals More 
Than $300,000,000 


New York, Jan. 5.—Advertising 
contributions for the promotion of 
official war themes totaled more } 
than $300,000,000 during 1943, 
compared with a total of nearly 
$3,000,000 contributed for the same 
purpose during all of World 
War I, the War Advertising Coun- 
cil has reported in a year-end 
review. Total advertising contri- 
bution since Pearl Harbor is 
placed at $500,000,000. 

In tracing the growth of war 
message advertising during 1943, 
the Council disclosed that a recent § 
cross-section survey of business 
men, conducted by the American 
Marketing Association, showed 
86% of management and advertis- 
ing executives believe business 
has a responsibility in disseminat- 
ing information to the home front. 
Business leaders who participated 
in the study expressed a strong 
preference for voluntary business 
contributions of advertising space 
and time, rather than huge gov- ) 
ernment appropriations. 

Newest development reported 
by the Council is the creation of 
a national sales force, comprising 
more than 300 representatives of 
newspapers, magazines, radio and © 
outdoor advertising, which is cur- 
rently contacting national adver- 
tisers to furnish first-hand data 
on information themes requiring 
advertising sponsorship. 

The sponsorship group is divided 
into seven geographical units, with 
headquarters in New York, Boston, 
Philadelphia, Cleveland, Chicago, 
Detroit and Atlanta. Each of the 
divisional groups covers an as- 
signed area, with sub-committees — 
in charge of major groups of 
home-front campaigns. 

Outlining the scope of the infor- © 
mation assignment tackled by 
business, the War Advertising 
Council included the following 
campaigns on its current active 
list: food, manpower, finance, 
U. S. Army, housing, information 
security, venereal diseases, and the 
1944 Red Cross fund drive. 


Bowser Names Gardner 


Bowser, Inc., Fort Wayne, Ind., © 
manufacturer of gasoline pumps, ~ 
meters and other equipment, has 
appointed Gardner Advertising 
Company, St. Louis, to handle its 
account. Campaigns are — 
planned in national, business an 
trade publications. 
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© You CAN'T 
COVER MICHIGAN 
WITHOUT... 


During the period 
1940-194 effective 
buying income it 


Battle Creek has i 
creased from $38 m 
lions to over $80 
lions — a gain 
110%. 
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The Esquire Case 


It is remarkable with what 
unanimity the American press has 
rejected the decision of Postmaster 
General Frank Walker in the Es- 
quire case, in which he ordered 
the magazine deprived of its sec- 
ond class mailing privilege. Re- 
gardless of editorial character, 
publications have agreed that the 
edict is unreasonable and unfair. 

When it is remembered that 
charges were brought against Es- 
quire on the ground that it had 
published indecent material, and 
that the Postmaster General 
avoided direct action in the case 
by holding that it was not eligible 
for second class mailing on the 
grounds that it was not devoted to 
the literary, scientific and educa- 
tional service for which the classi- 
fication was established, it is quite 
evident that the head of the Post 
Office simply ducked the issue and 
attempted to invoke a penalty not 
based on the evidence. 

Had Esquire been found guilty of 
publishing indecent material, the 
logical penalty would have been 
to bar it from the mails. This was 
not done, since it may still be 
mailed, under the decision, at 
third or fourth class rates. The 
Post Office panel of three voted 
2 to 1 in favor of Esquire, finding 


Government 


Very little statistical informa- 
tion regarding industrial operations 
has been published by the Bureau 
of the Census and other branches 
of the Department of Commerce 
since the beginning of the defense 
era. Security reasons made it in- 
advisable to circulate information 
on our production activities which 
might be of value to the enemy. 
Fortunately the progress of the 
war has been such that this is no 
longer much of a problem, except 
for the enemy. 

One of the most valuable sources 
of data to the industrial adver- 
tiser and to all others interested 
in the business and industrial mar- 
ket has been the biennial Census 
of Manufactures. The last report 
was for the year 1939, and before 
the 1941 census was started, a de- 
cision was reached not to under- 
take its compilation. Since that 
time, however, the Bureau has 
been compiling information for 
the War Production Board and 
other government agencies, and 
some of it is now being released 
for general use. The first release 
which has come to our attention 
covered the operations of the pulp, 


that it had not violated the postal 
laws against indecency. The fail- 
ure of the head of the department 
to support the findings of his own 
representatives therefore indicated 
a desire to penalize Esquire in 
some way, regardless of the merits 
of the case. 

Since this arbitrary decision car- 
ries a threat to every publication 
using the second class mailing 
privilege, it is not to be wondered 
at that the press of the country is 
so strongly at variance with the 
strange findings in this case. Any 
publication could be barred from 
the mails if the Post Office saw fit 
to interpret postal regulations con- 
trary to the interests of a particu- 
lar periodical. 

The Esquire case raised the basic 
question of public mores, as dis- 
tinguished from morals. Esquire 
appeals to a sophisticated audi- 
ence, and its editorial content is 
obviously not offensive to that 
group of readers. Public taste and 
tolerance have changed a great 
deal in the past few generations, 
and text and illustrations which 
would have offended public sensi- 
bilities in 1900 are now considered 
acceptable not only by Esquire but 
by dozens of other magazines of 
high standing. 


Market Data 


paper and paperboard industry for 
1942. 

We hope that as rapidly as pos- 
sible other industrial production 
data will be released for the use 
of marketers and advertisers, since 
one of the important bases for 
postwar planning will be found in 
these reports. Bringing informa- 
tion up-to-date in comparison with 
1939, the last period for which of- 
ficial figures are available, should 
be most helpful. This information 
has far more than academic value, 
and should be compiled and dis- 
seminated just as rapidly as cir- 
cumstances will permit. 

We should like to reiterate the 
opinion expressed at the time Con- 
gress authorized the discontinu- 
ance of the Census of Manufac- 
tures, that it is too fundamental 
as a basis for industrial market 
research not to be done regularly 
and completely. While special 
studies of a sampling nature have 
considerable value, there is no 
substitute for complete industry 
reports at frequent intervals, such 
as have been provided for many 


years through the Census of 
Manufactures, 
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"| think Clancy has gone commercial.” 


Raising a Question 

The provocative 305-line adver- 
tisement reproduced here appeared 
in the Germantown Courier, Phila- 
delphia suburban paper, on Dec. 
29, and marked the culmination 


i 
WILL 
NEW YEAR'S EVE 
find you 
PLASTERED? 


PRAYING? 


fi 
| 
d 
i 


i 1 


HH 
My 
i 


SS RT ho 


SUNDAY. JANUARY tet toes 
Hoty Communion at tant 11 AM Sunday Sehest (1 AM Me Evening Berwin 


~ “OVE Woncs Foe vir sew vk 


of a year of aggressive advertising 
by Rev. W. Hamilton Aulenbach, 
who writes his own copy, lays out 
his own advertisements, and at- 
tributes the growth of his congre- 
gation about equally to his news- 
paper advertising and the strength 
of his sermons. As an alternative 
to getting “drunk as a lord,” the 
Rev. Mr. Aulenbach offered bells 
tolling out the old year and in the 
new, with coffee and doughnuts in 
the parish house after the service. 
And it cannot be gainsaid that to 
many who might have thought the 
preacher’s suggestion a bit idiotic 
on Dec. 29, the idea seemed much 
more sensible on Jan. 1. 


A Dream World 


Most unusual Christmas card of 
the season (it has already been 
written up in at least one national 
mag) is that of Hugo Gernsback, 
publisher of Radio-Craft. Mr. 
Gernsback annually  burlesques 
magazines with miniature Christ- 
mas editions, and this year he did 
an unusually effective job of bur- 
lesquing his own. It’s called 
“Radio -Cracy,” and the cover 
starts off the fun with a full-color 
reproduction of the postwar 
“radiotronicar,” which solves all 
traffic problems because side-street 
traffic merely hops over the main- 
street flow. Other equally impres- 
sive devices described and illus- 
trated in this carefree publication 
are the electronic dream recorder, 
the “fingering” radio which is the 
size of an ordinary signet ring, the 
electronic keyhole finder, etc. 


Mr. Gernsback has been doing 
this sort of thing “without inter- 
ruption” for 35 years, including 
the time he played an April Fool 
joke in Radio-Craft in 1933, when 
the smallest radio set was still 
measured in feet, by minutely de- 
scribing the “Westingmouse 7- 
tube vest pocket radio set,” with 
the result that orders flowed into 
Westinghouse from all over the 
world. Westinghouse did not find 
the joke so funny, and told Mr. 
Gernsback so, but apparently sur- 
vived the shock. In fact, less than 
eight years later, sets of the size 
described were a reality, and tubes 
even smaller than those shown 
were in use in hearing sets. 
Ticklish Business 

The Ad-libber is no expert on 
the handling of weapons of war, 
and no authority on the Bazooka, 
tank - destroying infantry..weapon 
of which the Army is justly proud. 
But having had the privilege, early 
last year, of watching the Bazooka 
fired at Aberdeen Proving Ground, 
he cannot help wondering if the 
illustration shown here, from a 
Philco page in last week’s SEP, 
would meet the approval of the 
Army, and particularly of that 
part of the Army which is so non- 
chalantly inserting the deadly shell 
into the rear end of the Bazooka 


while his teammate rests an itch- 
ing finger on the trigger. The 
Bazooka being a hollow tube, open 
at both ends, and the ammunition 
used being of the rocket type, the 
establishment of contact through 
the manipulation of the trigger re- 
sults in not one but two deadly 
movements: the forward move- 
ment of the deadly, armor-pierc- 
ing rocket; and an equally deadly 
backward blast of flame from the 
self - propelling mechanism in the 
rocket. No doubt the Bazooka can 
fire faster if the triggerman makes 
contact at the moment the shell is 
dropped in, but it seems to this 
unmilitary commentator that such 
a procedure would prove annoy- 
ing, if not downright dangerous, to 
the loading end of the team. 
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The following documents may 
be secured without charge from 


companies sponsoring them, or 
through ADVERTISING AGE, by any 
national advertiser or advertising 
agency executive writing on his 
business letterhead. 


No. 2271. Farm Paper Duplica- 
tion Study. 


The Katz Agency has issued this 
1943-44 analysis, the 15th edition 
of its study of duplication and cov- 
erage of sectional and national 
farm papers. The study charts the 
complete picture for 30 sectional 
and four national papers, showing 
total circulation, page size, rate, 
coverage by sections of the coun- 
try, number of farms and ratio of 
circulation to farms. 


No. 2266. Madison’s Metropolitan 
Market Facts. 


The Madison Newspapers have 
issued this file-size folder, which 
packs in a lot of information about 
the growth of Madison, state cap- 
ital and university city on Lake 
Mendota, Wis., and its importance 
as a market center. Maps show 
the ABC city zone and 10 metro- 
politan county areas, while tabu- 
lations cover market data for Dane 
County, independent and chain 
sales, income and purchases, with 
figures for other comparable mar- 
kets, and newspaper coverage of 
the area. 


No. 2267. St. Louis Population 
and Newspaper Increases 
Since Pearl Harbor. 

This detailed circulation study 
of St. Louis newspapers, daily and 
Sunday, has been issued by the St. 
Louis Post - Dispatch, which also 
shows the extent of population in- 
crease since the war began. 


No. 2268. At Last—A Complete 
Mail Study. 

Station KMA, Shenandoah, Ia., 
has issued this analysis of the 493,- 
479 pieces of daytime commercial 
mail received from April, 1942, 
through March, 1943. The ques- 
tions, supplied by several leading 
ad men, and their answers, supply 
a wealth of information on listener 
writing habits, things for which 
people will write, mail seasons, 
and coverage patterns. Graphs and 
coverage maps, with county mar- 
ket data are included. 


No. 2202. 
racy. 
The Oklahoma Publishing Com- 
pany has issued this reprint of a 
series which appeared in the Daily 
Oklahoman, Oklahoma City, as in- 
dicative of the type of material 
originated by Oklahoman and 
Times staff members. 


Sicily, Greece, Democ- 


No. 2161. Nippon—America’s Most 
Dangerous Enemy. 

The New York Mirror has issued 
this brochure, reprinting a series 
of articles which have appeared in 
its columns, written by cor- 
respondents who have lived and 
worked among the Japanese. 
Gathered together in convenient 
form for closer study, this material 
should help to dispel considerable 
misinformation and misunder- 
standing about the motives, 
strength and weaknesses of our 
enemy in the Pacific. 


No. 2262. Something New Is Hap- 
pening in Dayton. 

Percentage of gains in popula- 
tion, employment and payrolls, and 
retail sales are reported in this 
booklet, issued by the Dayton Jour- 
nal-Herald, along with informa- 
tion on the papers’ circulation 
growth in the ABC city zone and 


the trading area. 
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Jreasury Fears 
Newspaper Lag in 
War Bond Ad Use 


Washington, D. C., Jan. 5.—Na- 
tional advertisers have responded 
willingly to Treasury appeals for 
cooperation in the 4th War Loan 
drive beginning Jan. 18, and offi- 
cials expect that the volume of 
space and radio time contributed 
during the drive will compare 
favorably with previous totals. 

Similar optimistic predictions 
are expressed about magazine and 
periodical cooperation, with the 
war savings staff anticipating rec- 
ord cooperation by all types of 
publications. 

Officials are concerned, however, 
over newspaper linage for the 
forthcoming drive, and _ special 
efforts have been made to explain 
the new system of distributing 
newspaper mats and_ grooved 
plates. 

Ted R. Gamble, national direc- 
tor of the war finance division, 
sent a special letter this week to 
newspapers which have not or- 
dered 4th War Loan advertise- 
ments, reminding both weeklies 
and dailies that mats must be 
ordered through the Government 
Printing Office in New York, 
San Francisco and Chicago, and 
plates through Western Newspaper 
Union. 

The new method of distributing 
Treasury newspaper advertising 
has created considerable confu- 
sion, officials fear. Previously 
complete sets of mats and plates 
have been sent to all papers on 
the Treasury mailing list, but 
under a recent ruling of the Bu- 
reau of the Budget, the Treasury 
has mailed only five mats to each 
paper for the 4th War Loan, plus 
a portfolio of other advertisements 


"The 3 best weeklies 
in the United States" 


Total Weekly 
Circulation 52,937 


Starting almost at scratch, ten years 
ago, we have built an average 
weekly circulation of our three 
papers of 52,937 copies. All are 
published within 30 minutes of the 
City Hall. All have grown te their 
present sizes because we use the 
same formula that is used by little 
weeklies in country tcwns, which is 
just thi 

Every week we hustle around three 
profitable sections of Philadelphia 
and collect just about all of the fam- 
ily, lodge, church, local and political 
news. Then we print the news, using 
as many as 2,000 different names to 
complete our stories. 


We print more local news about the 


families in our markets than all of 
the daily papers published in Phil- 
adelphia. (One day's issue, of 
course.) 


In our three markets may be found 
some of the finest stores and shops in 
all America. These are the stores 
that sell your merchandise. Prac- 
tically all of them use our papers. 
We know the owners, the clerks and 
sales people. So—if you have any- 
thing you care to sell to our readers, 
we will do a two-way job:—first, 
help you get the distribution you 
want, and then, with your advertise- 
ments, sell the consumers—our read- 
ers. A card, phone call or wire will 
get our immediate attention. 


Philadelphia 
Suburban 
Newspapers, Inc. 
Ardmore, Pa. 


Publishers of 
MAIN LINE TIMES 


UPPER DARBY NEWS 
GERMANTOWN COURIER 


available on order. 

Adding to distribution difficul- 
ties caused by the change in oper- 
ations, the portfolio listing avail- 
able material was mailed in 
mid-December, many getting into 
difficulties in the Christmas mail, 
and never reaching the proper 
authorities. 

In the periodical field, officials 
expect that Treasury advertising 
will be carried by 290 general 
magazines in January, compared 
with 250 for the 3rd War Loan. 
The 4th War Loan will get space 
in 600 business papers and nearly 


100 farm papers, compared with 
500 business papers and 75 farm 
papers for the 3rd War Loan drive. 

Supporting Mr. Gamble’s appeal 
for cooperation from newspapers 
in the drive, Frank E. Tripp, 
chairman of the Allied Newspaper 
Council, wrote to all publishers 
urging them not to hold back 
cooperation because of the paper 
situation. Reminding the publish- 
ers that success of the drive is 
essential, Mr. Tripp said that sale 
of bonds has consistently corre- 
sponded to the amount of news- 


paper space devoted to each drive. 


Ungar Promoted 


Joseph Ungar, formerly sales 
promotion manager of Fair Trade 
Merchandising Associates, New 
York, which promotes sales of 
products through 1,500 eastern 
seaboard drug outlets, has been 
named general sales manager. 


Dunn Heads Mail Order 


Chris J. Dunn has been named 
director of all mail order advertis- 
ing for Hillman Magazines, New 
York, including the women’s and 
men’s groups. 


Mica Appoints Hazard 


Mica Insulator Company, maker 
of electrical insulating materials 
and laminated plastics, has ap- 
pointed Hazard Advertising Com- 
pany, New York. Business papers 
and direct mail will be used. 


Named Executive V. P. 


Maurice Segal, treasurer of Ed- 
ward Stern & Co., Philadelphia 
printer, has been elected to the 
newly-created office of executive 
vice-president. He will continue 
as treasurer. 


vices you render. 


say them: 


BUSINESS 
| WEEK 


You have many 


Things about the better products you are 
designing ... the things they will do... the 


advantages they offer. Things about the ser- 


.. the skills you place at 


ings 


fo say fo management-men. 


the disposal of customers... the new mate- 


rials you are using. Many, many things to 


say to management-men ... to the active 


executives, the decision-makers of business, 


best place to 


Business Week will deliver your advertising messages to 

more management-men, per advertising dollar, than any 
other general business magazine, popular news magazine, 
or general magazine of any kind. 


Business Week is the only news magazine sold as a busi- 
ness service exclusively to management-men. (It is not on 
sale at newsstands.) 


writers 


++.» its readers are all business men. 


Business Week is all business ... its editors are all business 


News-base of Management's Decisions 
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Transferred to England 


Paul Bacon, San Francisco man- 
ager and vice-president of Coca- 
Cola Bottling Company of Califor- 
nia, has been transferred to Eng- 
land to handle distribution of the 
product to the fighting forces in 
the European war theater. 


Airs Cage Games 

Tide Water Associated Oil Com- 
pany, San Francisco, will sponsor 
broadcasts over Station KLX, Oak- 
land, Cal., of 1944 conference 
basketball games in northern Cali- 
fornia. Buchanan & Co., San Fran- 
cisco, is the agency. 


BOOKLET MAILED TO — 
EXECUTIVES ON REQUEST | 


Lend-Lease Food 


Spreads Names of 
U. S. Producers 


FDA Designs New 
Standardized Label 


for Foreign Use 
(Picture on Page 59) 


Washington, D. C., Jan. 4.—The 
names of American manufacturers 
who pack foods for shipment to 
liberated peoples under lend-lease 
and other assistance programs will 
be carried to all corners of the 
world by a _ standardized label 
recently designed by the Depart- 
ment of Agriculture’s Food Distri- 
bution Administration. 

While the front of the food 
package features a red and white 
emblem with the letters “U.S. A.,” 
nearly half of the back of each 
can or box will contain the 


“Manufactured 


inscription 
packed for the Government of the 
United States of America by The 
Blank Company, Blanktown, Wis- 
consin, U. S. A.” 


and 


The standardized label is 
adaptable for any type of food 
item, and may be used on tins, 
packages or sacks. An outstanding 
feature of the label is that it may 
be printed by local print shops 
near the packer’s plant, without 
elaborate use of cuts and color. 


Languages Were Factors 


The need for a_ standardized 
food label was brought home 
to FDA officials shortly after the 
huge exporting program began to 
take shape. Unable to predict the 
ultimate destination of any par- 
ticular food pack, they discovered 
that all lend-lease foods would 
have to contain directions for use 
in 15 languages. 

Previous to the war, all foods 
for government use had _ been 
packed in containers with forbid- 
ding catalog-type labels. For sev- 
eral months officials debated the 
amount of “sales appeal’ and 
propaganda that should be put 
into a lend-lease label. 


...and this is the 


TOLEDO BLADE 


The Blade was established in 1836, 
one year before Toledo was incor- 
porated .. . Its life thus parallels the 
city’s life. The growth of Toledo 
and of this whole rich area has made 
possible the growth of the Blade, 
which we like to think has in turn 
contributed to community 

progress ...In its service to 

the people of Toledo and sur- 

rounding territory, it is the 
purpose of the Blade to merit 
increasingly the name of “one 
of America’s great newspapers.” 


interests. 


available to all. 


Art comes to Life in the 


TOLEDO MUSEUM of ART 


founded by Edward Drummond Libbey 


The encouraging of art appreciation and self- 
expression was one of the chief purposes of 
the founder of the Toledo Museum of Art. 
Establishing an educational program in ad- 
vance of all others, it is now in its fortieth 
year of art education of a public of varied 


So, while the Museum .. . one of the nation’s 
finest . . . is admired for its beauty and collec- 
tions of art works, its main significance is 
in relating art to daily living . . . Of some 
300,000 annual visitors, about half are chil- 
dren and adults attending classes in art, design 
and music . . . Instruction is free, in order to 
make the knowledge and love of fine things 


Most ambitious government ex- 
periment in labeling had occurred 
early in 1943, when a complete 
line of government brand soaps 
and soap powders were dressed in 
an attractive package designed by 
the FDA, and sent to the aid of 
Puerto Ricans, shut off from the 


mainland by the U-boat blockade. : 


Although the soaps were pur- 
chased from Colgate-Palmolive- 
Peet after competitive bidding, 
government brand marketing in 
Puerto Rico collapsed within a 
few months as the shipping situa- 
tion improved, and soap firms saw 
an opportunity to return to the 
Puerto Rico market, which had 
been cultivated with thousands of 
dollars in advertising. 


Carried ‘Victoria’ Label 


In marketing government brand 
soap in Puerto Rico under a “Vic- 
toria” trade name, with the Amer- 
ican eagle and “U. S. A.” on the 
wrapper, FDA deliberately pro- 
duced a pleasing package, aimed 
at the Puerto Rico market and 
designed to promote a feeling of 
normal business throughout the 
island. 

A far different situation faced 
the government in packing lend- 
lease and other foods for export, 
for in these cases, the traditions of 
each market could not be antici- 
pated. In addition to the need for 
15 languages on each package, 
FDA officials had to consider that 
many of the peoples who would 
receive the packages would be 
completely unfamiliar with “sales 
appeal’ on packages, and for that 
matter, would not be able to read 
the inscription in English. 

A major issue of discussion was 
whether or not the flag should be 
reproduced on each label. To 
avoid any accusations that Ameri- 
cans were overbearing in their 
relations with the liberated peo- 
ples, the flag was confined to a 
small emblem below the packer’s 
name on the back of the package. 
More prominent display goes to 
the bar and star of the air forces, 
which has been reprinted on the 
top and bottom of the package, to 
remind liberated peoples. that 
planes bearing this emblem were 
the first step in their liberation. 

An incidental result of printing 
the flag emblem on export foods is 
a legal complication which will 
make it impossible for any of these 
export foods to be marketed 
through domestic channels, for a 
majority of the states have laws 
prohibiting the use of the flag on 
food products. 


AFA Jury Named to 
Judge Ad Club Awards 


Appointment of the jury to se- 
lect for awards the advertising 
clubs that have done the most out- 
standing work in the war adver- 
tising effort has been made by Joe 
M. Dawson, president of the Ad- 
vertising Federation of America, 
and of Tracy-Locke-Dawson, Inc., 
New York. 

On the jury are Edwin S. 
Friendly, general manager, New 
York Sun, chairman; Dorothy Sha- 
ver, vice-president, Lord & Tay- 
lor, New York; Gardner Cowles 
Jr., president, Register & Tribune 
Company and Look, Des Moines; 
Vernon D. Beatty, director of ad- 
vertising, WFA, and advertising 
director, Swift & Co., Chicago; and 
Don U. Bridge, advertising di- 
rector, Gannett Newspapers. 


Advertising Age, January 10, 1944 
EASING THE PAIN 


‘THE COURIER-JOURNAL 

and LOUISVILLE TIMES 
regrets that advertisements 
of the following firms were 
omitted from today’s issues 
due to the newsprint 
shortage. 


In capsule form—their 
messages to you were 
as follows: 


SANTA FE SYSTEM LINES aaas 
another chapter to their ‘‘Work- 
ing for Victory” series . . . show- 
ing how S.F. crews “Fix ’em on 
the Fly”... repairing loaded cars 
without unloading them . . . speed- 
ing up war-vital freight service. 


v 
ESQUIRE MAGAZINE aevotes a 


full Page to featured holidav issue 
art tving up with seasonal 


To ease the pain for advertisers whose 
copy fails to run due to paper restric- 
tions, J. M. Wynn, national advertising 
manager of the Louisville Courier-Jour- 
nal and Times, has devised this editorial 
column in which the left-out ad messages 
are briefed. Copies of the columns go 
to advertisers in a neat folder with a 
word of explanation. 


Tracy-Locke 
Company Set Up 


Dallas, Tex., Jan. 4.—Following 
affiliation of the New York office 
with Geyer, Cornell & Newell (AA, 
Jan. 3), the Dallas office of Tracy- 
Locke - Dawson announced that 
henceforth it will operate as the 
Tracy-Locke Company of Texas, 
and will continue to serve the 
same group of accounts. 

The Dallas organization also will 
include the same stockholders, will 
be staffed by the same personnel 
and will operate from the same 
offices, according to Raymond P. 
Locke, executive vice-president of 
Tracy-Locke-Dawson, who has di- 
rected the Dallas unit. Dissolution 
of the former corporation was ef- 
fective Dec. 31. 

Principal accounts to be served 
by Tracy-Locke Company of Texas 
include: Dr. Pepper Company, 
Texas Tanning & Mfg. Company, 
Borden Company, Southern Air- 
craft Corporation, Continental 
Supply Company, Mrs. Baird’s 
Bakeries, Texas Textile Mills, 
Marcy Lee Mfg. Company, and 
Haggar Company. 


PAA to Meet Jan. 28-29 


The midwinter conference of the 
board of directors of the Pacific 
Advertising Association will be 
held at the Fairmount Hotel, San 
Francisco, Jan. 28-29. 


MURRAY & MALONE 


_ STREET CAR & BUS ADVERTISING * MINNEAPOLIS, MINN. — 
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A Single Medium— 
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trong [rade Promotion Campaigns 


A Tip To Advertising Agencies 
Skilled In The Building Of 


This series of messages, pleading for more trade paper 
copy that is superlatively good, has had some strange 


repercussions. 


One of the most unexpected has been a heavy response 
from presidents, sales managers and advertising managers 
of companies that rank high among the nation’s largest 


users of space and time. 


Without exception, these letters have been congratulatory. 
Without exception, they have expressed complete endorse- 
ment of our premise that good trade promotion can in- 
crease the effectiveness of good consumer copy by 5% - 
10° “ - 25 % . 


Without exception, these letters indicate that an impor- 
tant group of hard-headed business men consider the abil- 
ity of an advertising agency to conceive sound trade pro- 
motion campaigns and to prepare trade paper copy with 
real fire power highly desirable agency assets. 


x * * x x 


Since there are a great many advertising agencies that have 


proved the effectiveness of their trade promotion tech- 
niques and have demonstrated their willingness to strain 
their braces in developing four star trade paper campaigns, 
may we suggest that such agencies have in their possession 
a highly merchandisable asset which, perhaps, they are 
failing fully to capitalize? 


If, as our response from manufacturers’ executives indi- 
cates, business men do consider trade promotion skill an 
extremely desirable agency virtue, it seems to us that 
advertising agencies which can offer dramatic proof of 
such talent should vigorously do so, whenever the thor- 
oughness of their methods and the over all value of their 


services come under discussion. 


Dawe Tories 


330 WEST 42nd STREET + + NEW YORK CITY 18 
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Because it deliver 


~ kewspaper, the Chicage 
Lribune delivers more tote 
daily circulation than an 
two other Chicago dail 


to advertise in the - 

Chicago newspaper 

more people read 
and want! 


ACH NEW DAY affords the people of Chicago and 
the midwest a fresh opportunity to decide which 
Chicago newspaper best serves their needs and in- 

terests. Their decision is shown in the charts. 

The large chart shows the average net paid total circu- 
lations of Chicago daily newspapers during the official 
six-month period ended September 30, 1943. 

Chicago Tribune total circulation on weekdays during 
this period averaged 940,751 net paid. This was from 
468,885 to 649,502—99% to 223%—more than delivered 
by other Chicago daily newspapers. 

On Sundays, Tribune total circulation during the period 
averaged 1,260,334 net paid. This was from 285,070 to 
877,977—29% to 230%—more than delivered by other 
Chicago Sunday newspapers. 

Daily and Sunday, the Tribune is the one Chicago news- 
paper which delivers the equivalent of majority coverage 
of all the families in Chicago and suburbs. From one end 
of the Chicago metropolitan market to the other, the 
Tribune is the newspaper bought, read and bought from 
as is no other. 

This is a fact proved by the advertising practice of mer- 
chants, manufacturers and the general public. During 
1943, they placed in the Tribune more of their total ac- 
vertising expenditures than they placed in any three other 
Chicago newspapers combined. 

It pays to advertise in the Chicago newspaper more 
people read and want. No matter what you sell or to 
whom you sell, the facts prove that you use your promo- 
tion funds to best advantage when you build your 
Chicago program around the Tribune. Rates per 100,000 
circulation are among the lowest in America. 
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Obsolete Displays 
Sought in Salvage 
Paper Campaign 


Chicago, Jan. 5.—To tap a large 
source it considers relatively un- 
touched as yet, in support of the 
paper salvage drive, Arvey Cor- 
poration has launched a 10-week 
campaign urging advertisers to 
turn in obsolete and outmoded ad- 
vertising and display materials. 

The company, a leading mounter 
and finisher of cardboard displays, 


will spearhead the campaign with 
a series of full-page advertise- 
ments in weekly _ publications 
reaching users of displays and 
other promotional material. A 
series of follow-up mailings also 
will be used, including page size 
reprints of the ads, gummed stick- 
ers, cut-out novelty pieces, etc., 
which will be sent to advertisers, 
agencies and lithographers and 
will be made available to lithog- 
raphers and printers for distribu- 
tion by their salesmen. 

WPB estimates that the nation 
will require 8,000,000 tons of sal- 
vage paper this year, with all 


sources now turning in paper at 
the rate of 6,000,000 tons per year. 
A major portion of the difference 
can be taken care of for many 
months, Arvey contends, by sal- 
vaging obsolete or surplus dis- 
plays, signs, display cartons, 
catalogs, folders, booklets and 
broadsides, calendars, etc., that lie 
unused in stockrooms and ware- 
houses throughout the country. 
The campaign is intended to con- 
vince national and sectional adver- 
tisers that this supply must be 
tapped promptly. 

Burlingame & Grossman, Chi- 
cago, handles the Arvey account. 


Alexander Smith 


Copy Tells of 
New Sales Policy 


New York, Jan. 4.—A new sales 
policy based on controlled distri- 
bution, plus closer dealer relations 
was announced yesterday by Alex- 
ander Smith & Sons Carpet Com- 
pany in a half-page unit in the 
Journal of Commerce. The same 
plan was called to the attention of 
the trade via four-page color in- 
serts in recent issues of publica- 


: Best Dam Market 


oh ‘ 2 
v4 ’ “a 


+ Every housewife thinks, primarily, in terms of family prosperity! 
The giant industries which have moved to Knoxville to use the 
enormous TVA pool of electric power—largest power system in the 
world—are providing increased employment, increased security, in- 


creased opportunity for thousands of families. 


These tremendous 


added payrolls mean more spending power and prosperity for every 
family. And these will be permanent payrolls —long after this war 
has been concluded. That’s why Knoxville — heart of the great TVA 
development—is easily the best dam market in the world to a Knox- 
ville housewife. 


+ TVA represents infinitely more than just the source of 11% of 
the nation’s hydro-electric power. TVA is the largest and most suc- 


cessful regional planning development in American history. 


It en- 


courages a host of benefits — new industries, reforestation, soil-re- 
building, developed water navigation. It has raised the entire stand- 
ard of living for everyone—wage-earner, farmer, and business man. 
That’s why Knoxville has become one of the most important markets 
in the country. Don’t overlook its tremendous growth—more than 
200,000 population in greater Knoxville today! 
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Advertising Age, January 10, 194 


tions covering the furniture, ded 
partment store and floor coveri 
fields, and a two-page spread ig 
Dry Goods Journal. 
Effective immediately, according 
to the copy, all Alexander Smith 
and Masland goods (Smith funes 
tions as selling agent for C. 
Masland & Sons, Carlisle, Pa., rug 
manufacturer) will be sold direqiiil 
to retailers. Merchandise will bem 
distributed solely through legitig 
mate trade channels carefully 
selected for each community on @ 
basis assuring a reasonable profif 
to the dealer. 
Other features of the new play 
are: 
In the case of each dealer th 
objective of Smith will be not sq 
much to sell merchandise as to se 
a program giving the dealer opporg 
tunity for increased volume and 
profits; stocks of rugs and carpetg 
will be warehoused in each terris 
tory for prompt service as soon ag 
warehouses and goods to stock 
them are available; full cut-order 
service will be offered from 
Yonkers and all key warehouses 
at a reasonable price differential; 
greater cooperation in all depart- 
ments through the company’s 
newly organized sales-service de- 
partment; sales promotion offering 
dealers maximum support through 
a wide variety of material; com- 
pany representatives will work 
with dealers in helping them 
evolve sales plans with facts and 
figures of the dealers’ market, help 
in determining the volume of busi- 
ness to which they are entitled, 
and to work out a program tailored 
to meet their competitive situation. 
Anderson, Davis & Platte is the 
agency. 


Van Camp Opens Drive 

Stokely-Van Camp of Canada 
Ltd., Essex, Ont., has scheduled a 
new campaign for Quick Serve 
beans, using national magazines 
and full pages in western dailies. 
J. Walter Thompson, Toronto, is 
the agency. 
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Milking a cow: squirting seltzer into a 
milk pail achieves the desired effect. 


A Kiss: t 


he locale 


has changed, but 


ne 


—_ _ 


IR 


EY’RE all there. You’d recognize them 
eins if you heard them. They are 
gadgets from NBC’s Sound Effects De- 
partment, the largest and most complete 
in radio. 

NBC has devoted a great deal of 
time, thought and effort, as well as 
ingenuity and cold cash, to the develop- 
ment of this important phase of broad- 


Sock in the Jaw: sinking a fist into a 


rubber sounds like a haymaker. 


es 


“ 
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Can You find the FIRE, the SKELETON, 
the HORSES, the RAIN...in this Picture? 


casting—another reason why NBC is 
“The Network Most People Listen to Most.” 


ANSWERS:——1. Skeleton—rattling wooden sticks 
brings a skeleton to life. 2. Fire—crushing Cellophane 
sounds like crackling flames. 3. Horses— pounding 
rubber cups against hard-packed earth simulates a 
gallop. 4. Rain— bird seed falling against wooden 
balls onto taut paper sounds like a storm. 


The 
National 
Broadcasting 


Company 


America’s No. 1 Network——A SERVICE OF 


RADIO CORPORATION OF AMERICA 
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Peoria Dailies 
Merge Operations, 
Trim Circulation 


Peoria, Ill., Jan. 5.—Following a 
merger of their business, circula- 
tion and mechanical departments, 
the Peoria Star, for 46 years an 
evening paper, swung over to the 
morning field this week while the 
Journat - Transcript, since 1937 a 
24-hour daily, remained alone in 
the evening field 

The Sunday issues of the two 
newspapers also are being merged, 
and will be known as the Sunday 
Journal-Star, to be published by 
the combined staffs. Otherwise, 
editorial departments of the two 
papers will remain separate and 
independent. 

“The war, shortage of newsprint 
and manpower, rising costs and 
tax increases” are responsible for 
the merger, according to the an- 
nouncement published jointly over 
the signatures of Carl P. Slane, 
publisher and president of Jour- 
nal-Transcript, Inc., and Claude 
U. Stone, publisher and president 
of the Peoria Star Company. These 
two men will remain with their 
respective companies but also have 
formed a third corporation, Peoria 
Newspapers, Inc., to operate the 
merged departments. 


Sell Full Coverage 


Advertising under the new set- 
up will be sold as full coverage 
for the Peoria market, it was 
announced. Combined circulation 
of the papers is expected to be 
about 85,000 after duplication has 
been removed, Journal-Transcript 
circulation has exceeded 63,000, 
with the Star’s approximately 
35,000. 

Executive personnel of the new 
company, besides Mr. Slane and 
Mr. Stone, include: E. E. Soules, 
business manager; E. H. Maloney, 
advertising director; Frank Stew- 
art, local advertising manager; 
Roy Pratt, national advertising 
manager; and E. B. Roberts, classi- 
fied advertising manager. 

The Star building will be the 
office of publication of the three 
newspapers, while the present 
Journal-Transcript office will house 
the new corporation. Ward-Grif- 
fith Company, formerly represen- 
tative of the Journal - Transcript, 
will represent the new corpora- 
tion. 


Sommer Promoted 

Albert A. Sommer, manager of 
the Cleveland office of McCann- 
Erickson, Inc., has been named a 
vice-president of the agency. 


th Food 
in Sales 


in (6 Midwestern 
Metropolitan Districts* 


1. Chicago $363,972,000 
2. St. Louis 111,730,000 
3. Kansas City 49,703,000 
4. Omaha 28,449,000 
5. Peoria 16,062,000 
6 TRI-CITIES 16,040,000 
bee 7. Des Moines 15,554,000 
8. Rockford, Ill. 9,373,000 
9. Lincoln, Neb. 8,301,000 
10. Springfield, Ill. 8,289,000 
Il. Sioux City, lowa . 8,265,000 
12. Waterloo, lowa. 6,690,000 
. 13. Decatur, Ill. 6,508,000 
14. Cedar Rapids, lowa. 6,184,000 
15. St. Joseph, Mo... 6,108,000 
16. Springfield, Mo. 5,263,000 


* 1940 Census 
More than 200,000 mouths to feed in the Tri. 
seston oe Island, ae and Davenport 


plus 
cities towns making up this 
Metropolitan. District. Sell them through — 


WHBF 


5000 WATTS) 1270 KC 


BASIC MUTUAL NETWORK 
Affiliate: Rock Island ARGUS 


NBC Shifts Irene Kuhn 


Irene Kuhn, manager of pro- 
gram promotion for NBC in New 
York, has been appointed assist- 
ant director of the department of 
information, directed by Albert E. 
Dale. 


Norwich Names Vladimir 


Norwich Pharmacal Company 
has appointed Irwin Vladimir & Co. 
to handle its advertising for Anolin 
cream and powder deodorant. 
Newspapers, magazines and radio 
in Latin America will be used. 


Organize New 
Detroit Group of 
Representatives 


Detroit, Jan. 4—Newspaper rep- 
resentatives of the Detroit area 
this week formally organized the 
Newspaper Representatives As- 
sociation of Detroit and elected a 
slate of officers for 1944, with J. R. 
Scolaro, of Osborn, Scolaro, Meek- 
er & Co., as president. 

The group, which will have of- 


fices here, represents about 2,900 
daily newspapers with a circula- 
tion of over 40,000,000. It plans to 
continue holding meetings on the 
first Monday of each month, with 
a rotating program committee of 
two members in charge of arrange- 
ments. 

Other officers elected at yester- 
day’s meeting include: Ben Etter, 
New York Times, vice-president; 
Thomas Eichelberger, Williams, 
Lawrence & Cresmer, secretary; 
and John Burke, Hearst Advertis- 
ing Service, treasurer. Three di- 
rectors were named: Ralph Bate- 
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man, The Katz Agency; Hil Pest 
Fred Kimball, Inc.; and Cl ark 
Stevens, Sawyer- Ferguson- -Wa.ke 
Company. Mr. Stevens also js 
chairman of the association’s new 
business committee, all of whose 
members were reappointed. 


Olberg to Life Papers 


advertising manager of the Cicero. 
Berwyn - Stickney Life publica. 
tions, tri-weekly community news. 
papers published by The Life 
Printing & Publishing Company,” 


Cicero, Ill. 


G. C. Olberg has been named 
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Lorraine Johnson, who works in the office of the inspector gen- 
eral at Spokane’s $35,000,000 army air depot, chosen by her fel- , 
low workers as “Pin-up gal of the week,” first week in November. 


T SPOKANE’S $35,000,000 air depot the 
thousands of trained workers relax now 
and then from the serious task of servicing 
bombers and transport planes to choose at- 
tractive “Pin-up Girls” from their midst. 
In the serious business of space buying, 
where the curves that demand close attention 


CE BUYERS T@ 


PIN. 


figures may well be pinned up—fi 
ures about markets. Space buyemg 
think of the figure 4 in connectiagg 
with the Spokane Market, becaug 


upye 


curves, different sorts 


this distinctly different market 


nation’s second largest nav 
training station handling 120,000 to 150, 
trainees annually and other important indus 


formed by parts of four differer 
states. The Spokane Market include 
not only Eastern Washington, bi® 


trial, military and naval installations. 


As a result of this activity, Spokane ne Ab EA 
gained more population in the last 18 month ¥S / 
than in the previous 30 years. Building in th 


THE PACIFIC NORTHWEST 
Spokane Market the Heart 
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also Northern Idaho, Western Mo J 
tana and Umatilla County i) ,jaons 
.Oregon. Crops in this distri€ ing stat 
were bountiful in 1943, wit) »orther 
farm income for the year aro 
$300,000,000. Mines and savy PO} 
mills are thriving. Half a bi 
lion dollars in new capital h 
been poured into this territory 
two brief years, giving us 
$148,000,000 light metals ind . 
try, a $35,000,000 air depot, th ~~ 


city in 1943 exceeded $11,000,000. On Octobe = 
18, bank deposits reached an all-time -_ aes 4 
$202, 529,102. Last year Spokane postal rv Z 
pis TANCES ceipts jumped one-third over 1942. Departmet (, Q- 
Via Shortest } store sales (first 10 months) were 24% abow \ <_ 
Rail Route | a similar period for 1942. Independent stom > UO 
sales (first 9 months) were 33% above; whik Z y 
Spokane Miles} employment, bank transactions and railway ant ANG 
MONTANA to Seattle 310) auto stage traffic all swept ahead to new higf, A 
levels. Also showing a big increase is demat , 
Spokane for space in Spokane’s two daily newspape 
to Tacoma = 339] Every effort is being made to conserve new! 
Spokane print so as to allocate as much space to adve 
to Portland 3684 tisers as possible. 
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Van Dorn Story 
Retold by Pegler 


Cleveland, Jan. 5. — Advertising 
has figured increasingly in the 
columns of Westbrook Pegler, but 
to the Van Dorn Iron Works Com- 
pany goes the distinction of having 
a single advertisement dominate 
an entire Pegler column. 

The full-page, extra color mes- 
sage that attracted Pegler’s com- 

ment appeared in Fortune. Strik- 
ingly illustrated by a hand holding 
aloft a jail cell, it is headlined: 


“Maybe there’s a postwar idea 
here for you!” “You never ex- 
pected to find a solution to one of 
your postwar problems in a jail 
cell, did you?” copy continues. 
“But there’s one here for you if 
you are looking for new ways of 
building endurance into your prod- 
ucts of the future.” 

Pegler, noting his surprise that 
jail building was a specialty in 
which anyone took such pride, 
nevertheless admitted that a man- 
ufacturer which has been helping 
build prisons since 1878 “naturally 
would look back like any other 


company with a noble tradition of 
improving achievement in any 
other field.” 

The advertisement, prepared by 
Meldrum & Fewsmith, Cleveland 
agency, says that Van Dorn now 
is 100% engaged in making armor 
plate but that its design and engi- 
neering facilities may help others 
develop better product designs and 
construction for the postwar years. 


Martin Agency Moves 
Martin Advertising Agency, New 

York, has moved to new quarters 

at 15 E. 40th St., New York 16. 


KSTP Figures in 
Theater's Real 
‘Surprise Opening’ 


Minneapolis, Jan. 6.—For the 
past five years of its 15-year exist- 
ence, the super-deluxe 4,400-seat 
Minnesota theater has proclaimed 
from its marquee: “Watch for sur- 
prise opening soon.” 

Probably not as Minnesota 
Amusement Company heads origi- 


nally expected, the surprise is 


—_— 


Grand Coulee Dam 


Now produces more power for the 
nation than Niagara Falls—cheap 
power has made Spokane light met- 


als a of the West. 


I 
4 


Ec 


*f OLR, See 


Farragut Trainees 


: northern Idaho. 


y 


SPOKANE MARKET Pi 


Some of the bluejackets at the 
ation’s second-largest naval train- 
© ing station on Lake Pend Oreille in 


"In a North Idaho Mine 
One-third of nation’s lead, one- 


fourth of its silver 


zinc come from northern Idaho. 


» much of its 


Bumper Wheat Yields 
Northern Idaho, eastern Wash- 
ington and northeastern Oregon 
produced one-twelfth of the na- 
tion’s wheat in 1943. 
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World’s Largest 
Plant of Clearwater Lumber com- 


pany, Lewiston, Idaho, largest white 
pine sawmill in the world. 
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At Alcoa Plant 


One of three new light metals 
plants in Spokane county. 
three plants were constructed at a 
cost of $148,000,000. 


PARTS: OF 4 STATES 


The 


Photo. Courtesy the Sedthne 
Farmer. 


Montana Livestock 


Livestock on western 
Montana ranges is worth 
millions, helps supply Ar- 
mours great Spokane 
meat-packing plant. 


Record Timber Stand 


Largest body of white 
pine timber in the world is 
found in northern Idaho. 


pokane | Baily Chronitle — 


ATION | OVER II 
; Representatives: SUNDAY SPOKESMAN-REVIEW—Comic Sections: Metropolitan. 
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here now. In an alliance of thea- 
ter-radio-television interests, the 
largest entertainment center of 
its kind west of Chicago will open 
on this site March 2. Besides 
the theater, to be operated on a 
straight motion picture policy by 
the Minnesota Amusement Com- 
pany, the new project will em- 
brace KSTP’s Minneapolis facili- 
ties. The Minnesota will be re- 
named Radio City theater, with 
the entire project to be known as 
Radio City. 

According to Stanley E. Hub- 
bard, KSTP president, the radio 
station will occupy the entire sec- 
ond floor of the commercial sec- 
tion of the building, plus a portion 
of the theater’s mezzanine floor. 
KSTP’s St. Paul studios and offices 
will continue as at present. Three 
studios will comprise KSTP’s new 
Radio City quarters, the largest 
containing motion picture equip- 
ment. 

John J. Friedl, head of Minne- 
sota Amusement Company, em- 
phasized that there will be suffi- 
cient leeway in the straight movie 
policy to permit running any 
extra attractions which might be- 
come available. In this respect, it 
is possible that NBC network 
shows may occasionally originate 
in the new Radio City theater 
under KSTP auspices. 

Adjacent quarters on the prop- 
erty, with the technical proximity 
of theater and radio, open the way 
toward a cooperative television 
venture as one almost certain post- 
war possibility of the new setup. 

Built in 1928 at a cost of $2,000,- 
000, the Minnesota thrived for a 
brief period during the deluxe 
stage show era, then long was re- 
garded as a white elephant. For 
the past decade, the house was 
dark oftener than it was light; and 
its landholders at one time peti- 
tioned the courts to have the build- 
ing razed so that their land could 
be recovered and turned to prac- 
tical use. 


von Liski Advanced 


Robert Reinhardt von Liski, 
formerly assistant art director, has 
been named art director of W. L. 
Stensgaard & Associates, Chicago. 
He succeeds Findley Williams, who 
has been named chief of the art 
and creative staffs of Sears, Roe- 
buck & Co. 


Appoints Hamilton 
Federal Electric Company, Chi- 
cago, maker of electrical and me- 
chanical products, has named the 
J. R. Hamilton Advertising Agency, 
Chicago, to handle its account. 
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Truck Rental 


Services Plan 
PostwarCampaign 


Philadelphia, Jan. 6.—Plans for 
a nationwide truck rental adver- 
tising campaign have been formu- 
lated and are ready to be released 
as soon as the war is over, accord- 
ing to R. A. Munder, president of 
Yellow Truck Rental, Inc., a sub- 


sidiary of Yellow Cab Company of 
Philadelphia. 

Under the contemplated plan, 
Mr. Munder said, truck rental 
costs would be standardized in all 
cities and the business would be 
conducted nationally under a stan- 
dard code of practices. Magazines 
and business papers are being con- 
sidered for the national effort, 
while local truck rental companies 
would tie in with newspaper copy 
bearing their own imprint. 

While any plan for national 
advertising will be held up until 
after the war, Yellow Truck 
Rental has found highly successful 
a local form of indirect testimonial 
advertising. Gasoline and tire re- 
strictions prevented the company 


== |from renting its available equip- 


=f The source of daily 
7 business news and the 
preference of man- 
agement men in the great- 
est industrial area — the 
central west. 


ment to such non-essential users 
as florists, furriers, etc. Faced 
with heavy losses due to idle 
equipment, the company last year 
embarked on a modest newspaper 
advertising campaign consisting of 
60-line ads twice weekly in three 
Philadelphia papers. 

Each advertisement in this series 
shows an illustration of a truck 
being operated by the lessee. The 
company name is included, giving 
it valuable publicity. Twenty-four 


sheet posters and car cards on 
suburban trains supplement the 
newspaper drive but do not fea- 
ture the names of any of the truck 
users. Under the general heading, 
“Leading Industries Use Yellow 
Rental,” the ad series shows the 
diversification of industries using 
Yellow Rental trucks. 

E. L. Brown Advertising Agency 
handles the account. 


Littell to R&R Board 


William P. Littell, vice-president 
and Chicago’ manager of Ruthrauff 
& Ryan, has been elected a mem- 
ber of the board of directors. He 
joined the agency in Chicago in 
1922 as a writer and later was 
made head of the copy and plan 
department. He will retain his 
present position. 


Becomes Newby, Peron 


Newby, Peron & Flitcraft, Inc., 
Chicago agency, has changed its 
name to Newby & Peron, Inc. 
Eugene R. Flitcraft left the agency 
2% years ago to form the Chicago 
Select Newspaper Group compris- 
ing 92 newspapers in and around 
Chicago. 
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11-MONTH NEWSPAPER LINAGE RECORD 


" GAIN AND LOSS PERCENTAGES - 52 CITIES 6 
NOVEMBER 1943 - 1942 LOSS GAIN 
CLASSIFICATIONS 10 10 20 30 40 
RETAIL 1.2%) 
Generar 12.2 
AuTomor ive 40.6 
FINANCIAL -12.0 
Tora. DisPLay 4.6 
CLAssiFieD 17.9 
Tora ADveRTISING 7.2 caleaamell 
Department Stores -!.5 
JANUARY 1 = NOVEMBER 30, 1943 - 1942 
RETAIL 2.9 
Genera 27.5 
AUTOMOTIVE 21.3 
FINANCIAL 1.6 
Toray DisPiuy 8.3 
CLAssiFieD 31.4 
TOTAL ADVERTISING 1342 
Department Stores 4.1 

10 10 20 30 40 


Newspaper linage in the financial and department store classifications dipped 

below the wire in November, 1943, compared with the same month last year, 

as shown in this Media Records report of newspaper linage in 52 cities. In 

the Jan. | - Nov. 30 period of 1943 all classifications show gains compared 
with the same period last year. 


G) WESTINGHOUSE RADIO STATIONS Inc 


wowo ee WGL e« 


Bie tah 


WBZA © KYW e 


KDKA 


KDKA area. 


marketwise. 


Upon request, we will cheerfully 
furnish a new Coverage and 
Market Map for KDKA— one 
of America’s Great Radio Stations. 


POST-BELLUM 
PITTSBURGH 


and the Tri-State 
Industrial Area 


When the time comes . . and who 
doesn’t pray it will be soon . . for 
the transition from war to peace 
production . . coal, iron, steel, alumi- 
num, glass, etc., will insure basic 
and fundamental prosperity for the 


The production of both raw and 
finished materials to be used at home 
. . as well as sent to earth’s four 
corners . . will keep Pittsburgh and 
the surrounding area in the lead 


Insure continuance of acceptance 
for your product. Schedule 50,000- 
watt KDKA. NBC Spot Sales will 
handle the details. 


PITTSBURGH 


50,000 WATTS 


© REPRESENTED NATIONALLY BY NBC SFO SALES 


Dailies’ Linage 
Gain Continues 


in Most Classes 


Chicago, Jan. 4.—For the first 
time in several months two news- 
paper advertising classifications 
appear on the minus side of the 
line in Media Records’ tabulation 
of newspaper linage in 52 cities. 
The November record shows finan- 
cial 12% below the figure for No- 
vember a year ago, and depart- 
ment store linage with the slight 
loss of 1.5%. Automotive, on the 
other hand, bettered its October 
record with a gain of 40.6% for 
November. 

In the 11-month period, Jan. 1- 
Nov. 30, all classifications show 
gains over the same period of 1942, 
with classified, 31.4%, chalking up 
the greatest improvement, as Me- 
dia Records charts have shown 
month by month throughout 1943. 

Total display for the 11-month 
period gained 8.3%, and total ad- 
vertising, 13.2%. In November, 
total display shows a gain of 4.6%, 
r 2% total advertising, a gain of 

. O- 


Mills Takes Ad Post 


B. N. Mills, secretary of the 
Bankers Life Company, Des 
Moines, has been named to take 
charge of the advertising depart- 
ment of the company, following 
the resignation of John H. McCar- 
roll, who has purchased the Sun, 
Wickenburg, Ariz. 


Joins Rumrill & Co. 

Charles Wilkinson, formerly 
promotion manager of Engineering 
News-Record and Construction 
Methods, New York, has been 
named head of the field study de- 
partment of Charles L. Rumrill & 
Co., Rochester, N. Y., agency. 
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Where WLS and Prairie 
Farmer reach 42% or more 
of all families. 


“LINCOLN LAND” 


(shown in dark gray) 


rs 


— 


$ Ls 
_the Prairie 


hilosop 
al Pp 1 W 


president. Prair 


. “Grass Roots” Words get 
“Lincoln Land” Business — USE THEM! 


oots Folks of 
“LINCOLN LAND” 


...Whether from city or country, they think and react alike 


treet N ationa 


amblers 


ie Farmet and WLS 


The folks of “Lincoln Land” re- 
spond to plain Anglo-Saxon be- 
cause they like practical facts, 
down-to-earth ideas. Now is the 


>. oo < 


CHICAGO ant \ 


Ir’s a certain kind of folks who are 
“Lincoln Land”. Not all of them live 
on farms. A recent check on our WLS 
National Barn Dance live audience 
showed only 6.5% farmers or people 
connected with farming. Yes, you'll 
find “Lincoln Land” folks in buildings 
on Michigan Avenue and LaSalle 
Street, you'll meet them in factories, 
and in railroad yards, driving trucks 
and serving in stores. 


Long before any other publication in 
Chicago or the Midwest was born — 
Prairie Farmer was serving the people 
of “Lincoln Land”. Abraham Lincoln 
sensed its spirit of helpfulness and 
deep understanding of its readers and 
their problems and became an early 
subscriber. 


picture of a family picnic 
..- 60,000 folks 


(Part of the “Lincoln Land” family) 


When readers of Prairie Farmer and listeners 
to WLS learned that their favorite writers 
and radio personalities would be at the picnic 
in Central Indiana, they choked the roads, 
created traffic jams, brought their own 
lunches . . . and everybody had a ‘“‘whale of 
a time.” 


ox 


This deep time-tested friendship—103 
years with Prairie Farmer and two dec- 
ades on WLS, is one reason why these 
mediums command the respect and re- 
sponse of a great audience. Use them 
as a team because they are a team. Each 
complements the strength of the other. 


Advertisers who use both mediums get 
more than added response — their re- 
sults actually multiply. Experience has 
shown time after time that once you 
get the folks of “Lincoln Land” inter- 
ested, you really are entrenched. And 
that means sustained business volume. 


As a team, WLS and Prairie Farmer 
provide the strongest sales power to 
this rich market. 


Let us prove it. 


time to find out how to tune the 


message of your product to this 
market. It can be long term plan- 
ning that will pay rich dividends. 
Ask your advertising agency (or 
us) for case records. 


where more than 14,000,000 
people MEAN BUSINESS! 


The symbol of “LINCOLN LAND” 
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and master of ceremorics _ steps to the micro- | aes ro 
; phone, @ man sitting behind me say® to his wife: a i 
| “Looks just like 1 knew he would. | feel as if I've nae . 
known him for years. a 
And she said: “I feel the same about the whole ; 
bunch! - - why they're just folks.” And there @ = 
great truth was voiced. + * they are just folks! ci 
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Norman Succeeds 
Risley as WPB 
Magazine Chief 


Washington, D. C., Jan. 4.—Allen 
E. Norman, secretary of Fawcett 
Publications, has succeeded Walter 
J. Risley Jr. as chief of the WPB’s 
magazine and periodical section, 
Arthur R. Treanor, director of the 
printing and publishing division 
announced yesterday. 

Mr. Norman’s appointment was 


announced at. the same time that 
WPB officially reported that Mr. 
Risley would return to the Curtis 
Publishing Company, after serv- 
ing WPB since Dec. 8, 1941. Mr. 
Norman has been a_ consultant 
with the magazine and periodical 
section for the past five months. 

Appointment of Mr. Treanor as 
director of the printing and pub- 
lishing division was also an- 
nounced by WPB recently (AA, 
Jan. 3). He replaced Harry M. 
Bitner, who has returned to his 
post as publisher of the Pittsburgh 
Sun-Telegraph. 


Breckenridge Named V.P. 


Wilder Breckenridge, of the ex- 
ecutive staff, Kenyon & Eckhardt, 
New York, has been elected a 
vice-president. He was formerly 
sales manager of the ANPA Bu- 
reau of Advertising. 


Joins CBS Press Statf 


Doris N. Conway, for the past 
two years a copywriter with Len- 
nen & Mitchell, New York, has 
joined the CBS press information 
department, New York. 


Anderson, Davis & 
Platte Expands Staff 


In a move designed to enlarge 
the scope of its postwar service, 
Anderson, Davis & Platte, New 
York agency, last week announced 
several additions to its staff. They 
include: 

Harold H. Thurlby, formerly a 
member of the faculty, Harvard 
Business School, economist of Gen- 
eral Motors overseas operations 
and recently research consultant 
for WPB, Washington; Karl Kipe, 


formerly director of Paris office, 
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Caught 


with His Sales Resistance Down! 


FROM NINE TO FIVE, Pop is no pushover 
for anybody's sales talk. He knows more 
ways to say “No!” than a ration board. 

But that’s from nine to five. Along about 
seven it’s another story. He never has learned 
to say “No!” to a second helping of any- 
thing Mom cooks. 

Comfortably full and pleasantly relaxed, 
he’s a cinch to catch with his sales resistance 


On Her It Looks Good 


THE DISTAFF SIDE of the Herald- 
American family wears—so a shark in 
such matters informs us—7 tons of lip- 
stick a year. On her it looks good, 
and so would a fair share of the take 
which that tonnage represents look 
good on your books, if lipsticks hap- 
pen to be your line. 


down. That’s when Mom and the kids work 
out on him. They're shrewd psychologists— 
they know when “Yes” comes easiest. 
Surely you are as shrewd as they. Surely 
you get the idea of getting at the family 
bankroll when the string around it is loosest 
—in the evening. | 
Then how about getting at the most bank- 
rolls you can in the evening in Chicago? 
It’s simple enough to do. You just pick the 
evening paper that .most Chicagoans pick. 
That, of course, brings us to the Chicago 
Herald-American. The fact that it is, by far, 


Chicago’s most widely read evening paper* 
brings most practical buyers of advertising 
space in this market to the Herald-American, 
too, sooner or later. 

Naturally we'd rather have you with us 
sooner than later. If what you have is some- 
thing our folks should have, too, we want 
them to know about it. Don’t keep it from 
them too long—we all lose that way. 


* 487,440 in November. 
Sundays its was 1,053,041. 


Chicago lslerald-/:\merican for... 
lslome 4\cceptance 


- CHICAGO’S MOST WIDELY READ EVENING NEWSPAPER 


Nationally Represented by HEARST ADVERTISING SERVICE 


O caked = *. < e 
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and publicity director for Joh 
Wanamaker; Robert McCall 


director for Montgomery Ward 
and John E. Devine, formerly ada 
vertising manager, W. & J. Sic vane 
Selling Agents, advertising man, 
ager, Alexander Smith & Song 
Carpet Company; and recently 
with C. H. Masland & Sons. 


The last Hooper report for 1949 
covering the Dec. 15-30 period list. 
ing the “First 15” evening radig 
shows, shows Fibber McGee @ 
Molly in first place, with Charley 
McCarthy second and Bob Hope 
dropping to third. The Joan Davis 
Jack Haley show spurted 
fourth place, while the Aldrich 
Family held on to its fifth place 
spot. 

Remainder of the list in the fol. 
lowing order are: Walter Winchell 
Jack Benny; Lux Radio Theater 
Abbott & Costello; Frank Morgan: 
Fanny Brice; Mr. District At 
torney; Bing Crosby; Screen Guil¢ 
Players; Take It Or Leave It, an¢ 
Fred Allen. The program rating 


tional” Program Ratings Report} 
dated Dec. 30, 1943, is at the high4 
est level it has reached sinc 
March 30, 1943. Sets-in-use aver 
age is down 24%%% from the la 
report. 


Goodrich Adds New Lin 


B. F. Goodrich Company, Akron 
O., has added industrial clothing 
coated with rubber, synthetic rub- 
ber or other synthetic materials to 
its line of products. The new line 
will bear the company’s brand. 
Garments will be made under 
WPB limitations. 


LIKE IT! 


& The per family pur- 
chasing power in 
Southern New England is 
greater than in any other 
section of the country. 
That means that when 
your advertising message 
is directed to this market 
it has a real opportunity 
to bring sales results. 
Reach these extra buy- 
ing dollars through WTIC 
—Southern New England’s 
foremost selling medium. 


cAe..- by: WEED & COM 
New York, Boston, Chicago, 


Francisco and Hollywood 


J. Walter Thompson, sales mag i 
ager of CBS, and recently salem 


average shown in the Hooper “Naa 


Few Changes in Last J) 
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ADVERTISING MATERIAL 


TURN IN YOUR OLD, DISCARDED OR OBSOLETE 
DISPLAYS, CARTONS, CATALOGS, BULLETINS, FOLDERS 
and OTHER UNUSED ADVERTISING MATERIAL ROW! 


The continuation of our offensive in Europe and the Pacific is 
seriously menaced by an inadequate supply of paper, one of 
our most vital weapons of war. Lack of manpower in forests 
and mills, stoppage of pulpwood importations, curtailment of 
transportation facilities, shipment of waste paper products 
overseas, are important factors in this shortage. In spite of the 
urgent need for every obtainable pound of waste paper, the 
salvage drive is falling far short of its mark. Prompt relief is 
imperative. Advertisers who have old, unused advertising dis- 
plays and other promotional material stowed away, must dotheir 
share. Check your stockroom, warehouse and distributors at 
once and release every pound of paper you possibly can. 


: eee a, ae ae ee od a 
7 —— oe = asi A " Hal dae cd Bie sage a a hie : a . a ees 
a E tae . cee ee ee _ aes Hien e. St a a. ae 4 oN 4 * Pe aa 4 ae ee — ee eee ee 
a eee Ree a ae ee ee on Le ee ee ee ee Ro. <egageemteae eile, "e = 
« ; bi. ae », = oe = Set wie 2 - a ee ae 
Ts \ Roe fee GE eee ee "ee " Tee clas 
Po.” 2 Pa eee oe ey, Ss . : 
~ Ne oo. ba Bathe, “uae. oe Ga ete Se ee fi eee 
~« Vay. a a Be ee Fie omen. ea Pe “ me mee pues a een whe) te . ’ if — 
ie, fee ee Oe EE Fae eos tek i ae ae he is oe EY i > — 2 
NER oe ‘Se ie ee ee ke ee hes a ey Be ee ce : tie aa 
ny * _- 2a ff { 5 i & FF Ke ee woe Reed seen e vis, a Ee eee oe 
a oA ee ee DS ks omen | = 
a 3 f *% = a = = <2 A ig. ; ef oa 
¥ KE i z i : Bass _ 
lic 43 4: :] -” ty iT ‘ >. : : ' a igh oe 
; bes ° &. ; i: wee & 2 ap ue a i Poet Ase" oe 
peg ee y. Si Up» an 7 : 4 ” 
s-Bee ; : te ke di a ; 2 i i ae 
Bosch Ain Shee » ae 
)]. i * geod ? : ; 4 fh = 1 : : 1 . * i 
1) Bet TIA LEL LA, Lf a0 he at ——— ie x CS ah . e 
3 ‘ } oy ts ae * % ; 4 | ope . a 
- Sey ws Bi be eee | tte) | Da Hey 5 a 
t. Be Z fi | | 7 6 CY Pie peaced hiih r sa care’ ft Peer la : 
Mie Coeeeee me TES CERES | ae wees |2 | - | : 
n¢ ees 1 i | eeuaels | ae i z —-- te 
ng - 4 ‘ i 4 se | wot ‘4 4, ro é f j ep ee ——. * os > so ke 
ale EY ! _ pe amen | ho 0 a a 7 ; 
. By E ; - Ree 4. + | 1 ' yes” . ee: 7. 
hehe — ae | AX 7 wee HL ee . _ | 
cdf << \ gee, a Z Ps a y So 
. | — eal ie eer yg - yee 
_& ia. , ee Mme: — 
is ae = eH o — 
eli eer oBsot sn JZ i 4 4 
igi i j i oi ,. ‘ 
D+ y ' : t +44 a . | Fs ty a “ - eee — * 
- ae ; Oe ws ae io 
at be . £-aaeee a, 
. , on ee Bee he. ae 
by ‘ aod a A 
| ¥ | FAS hs ind — 
- St eee 2 ie 
oh / wt _ | 
: Pe r, } 4 ae § a fe, ‘ . 
. | ¥, ee 
— Ss 4 : es 
g 3 ' 9 ei * 3 , ‘teins f, he ‘ 46 ae | 
te elie ones 
. x ¢" e \ = he = 
‘* = 8 See * re “7 3 oe a 
“ mn mite oe ; 
- Ge erase :, a 
.< —— 
~ sue: — 
 puUTURT pul ; See 
. oustt - oe 
: ~_ | a 
, ya neal b Ee: 
af ) | \ POY a - 
Uation urd oe old n wy Ri 
— "ny = & 
* os - . 
™ - < ~~ * ~ :_ 
yA . i 
— | ; ‘ A : i F / > 4 
o Ay - ear’ . m : ' 4 
> ~ a | mS yours * ms 
a : y. ’ : ‘ - x AI / } . 
ORE HS Mili al pees Laer 8 ‘ a 
oat oo > vet } : s 
a: # eee + | f a 
| mma: ee viel. 4 - a . = — ants ' | ele ~ > 
; Tears 4 — pai: oe Sin = H — = r j= & ma. 
- gaa Sr rer” CE CONTRIBUTED TO i gg | 
; P ™ =o ; ae . = BP is =o ‘ 2 THE WAR EFFORT +4 ' zs, 
| j APERBOARD : di = ra E a 4 “t sd < - ; a ne , ; 
. —/. pusic Se” a i m9 aged ae 2 R +g eo iq ni Cxemietre a |, — 
| » . os ie ar ee ~ » ‘Senvir i mERic Pre oe oF a i Oo , N : —— 
| “ee, ££ eee ae. | . a 
%. be 3 Soe a SS es Tore at a a yee ‘ = & , A k : ae Ss $ : : ' , 
wy ee ‘ - ae Soin y ae “pee age Eas oie sna i ; ; a ‘ : i ETROI ' Pa 3Ea pee Se ty, oor oe idee ; i 
MG we Cee! oe ke ee PR URS cro merger (JERSEY CITY Hi 
~~ eee aoe PR ll SORES rece ae ain: eer es te ; 
: | . - £ gt “oli % = K OW te 5 a 13 


OIL +++ from Earth te Air 
through KEROTEST VALVES 


evele he " A al 
the rakmers. and then 
. wh pre we woe i 
==> Mnmat poaliry qae q 7 
<== 
—a eatred pet on Valvws 
-= = 
a7 Ch: 7 + teal 
“a | ‘ 


CROTEST MANUFACTURING COMPANY 
wITeUESH Pre vanRee 
— 4 ‘ones 
RERoTEST) 
ROTESY 


“All Time All-Timer’ 


To the Editor: Notwithstanding 
the fact that your “Voice” column 
has carried some examples of ads 
which were remarkably similar in 
thought and makeup, here’s my 
nomination for the “all time—all 
timer.” Why, the two plane for- 
mations bear such a startling re- 
semblance to each other that, with 
a little imagination, you can pic- 
ture the same squadron leader do- 
ing his stuff up front. 

Carrying the comparison a step 
further—both ads appeared in De- 
cember trade publications, proving 
that two minds can have but a 
single thought; both boast a pro- 
duction award, and both are pretty 
damned effective as ads go. (That 
last remark comes under the head 
of poetic license, or something.) 

J. H. DINGEE, 

Advertising Manager, Keasbey 

4 Mattison Company, Ambler, 

a. 


ae 
The Heart Appeal 
To the Editor: We note the illus- 
tration in your issue of Dec. 20 


which is a reproduction of the first 
in a new campaign for Luxor 


GOING STRONG 


His heart is in your 
hands” 


——/? we 


"The Heart Appeal’ 
of Sasanus Fosters Hands 


bevgees Pememastes Mase Thaceughiy 
Roepe (he bariees Bands cmaee® white yoomy 


Jergens Lotion used the hands-to-heart 

appeal at the left back in 1936, and the 

theme is still going strong, as witness 

the magazine copy at the right, to be 
used in March. 


hand cream with a caption, “Leads 


- Series.” 
ae This type of advertising may 


cy lead the series for Luxor hand 

a cream, but Jergens lotion adver- 
tising led off with this illustrative 
theme as far back as August, 1936, 
and is still going strong as you 
will see from the enclosed proof of 
one of the 1944 magazine adver- 
tisements. 


we: 


, ELpON SULLIVAN, 
a Assistant to the President, 
2 Lennen & Mitchell, New York. 


-— re 
Can't Get ‘Het Up’ 
To the Editor: I have been very 


much interested in the discussions 
appearing in ADVERTISING AGE on 


ar 


sy Scisag = POEs SOTO 
ue ke ie. Recs Ml 
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KEASBEY & MATTISON ® 


' 
COMPANY Ameiee 4 


PENNS TEV ANIA 4 
Mi 


The plane formations in these pages are so similar, a reader points out, that the 
same squadron leader might be running both shows. 


the merits of advertising agencies 
signing advertisements. 

Personally, I do not see any 
good reason why this procedure 
should be followed. One of the 
arguments put forth by the pro- 
ponents of the idea is the fact that 
agencies “share with advertisers 
legal responsibility for the copy.” 
The mere fact that an agency signs 
its name to an advertisement does 
not alter the legal aspect nor their 
responsibility in the least. 

Advertisements today are usu- 
ally the product either of the ad- 
vertising manager of the client, 
the advertising agency, or both, 
and oftentimes others who are 
connected with the client’s organ- 
ization, so there would be just as 
much reason for the advertising 
manager to sign the advertise- 
ments along with the advertising 
agency, as there would be for the 
agency’s signature alone to appear. 

All of this, however, seems be- 
side the point; first, because the 
public is not particularly inter- 
ested in the mechanics necessary 
to prepare and publish an adver- 
tisement. Second, the function of 
an advertisement is primarily to 
convey to the public a message 
from the seller of the product. Just 
as soon as some intermediary, such 
as an advertising agency, signs its 
name to the client’s message, then 
a certain degree of effectiveness 
and some of the sincerity of the 
message is lost. 

It would, of course, afford some 
free advertising for the agency, 
but it would hardly help the ad- 
vertiser. 
opinions on this subject, both pro 


and con, but frankly, I cannot get 


myself “het up” on this change. 
R. C. MAcLELLAN, 
Advertising Manager, Balti- 
more & Ohio Railroad, Balti- 
more, Md. 
>, w& Y¥ 


Suggests Public Choose 
To the Editor: 


I have read a lot of 


Since ADVERTIS- 
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This department is a reader’s forum. Letters are welcome. 


SAME POINT OF VIEW 


people themselves should decide 
just with what the public should 
be served. No network is going 
to keep off the air anything that 
the public wants to listen to. 

I resent the implication by Mr. 
Fly that commercially sponsored 
programs necessarily are neither 
educational nor in the service of 
the public. Maybe for better liv- 
ing we should know more about 
tooth paste and less about Brahms; 
more about how to get wash four 
or five shades whiter these days, 
and less about the history of Tibet. 
Who should decide, if not the peo- 
ple themselves? Mr. Fly would 
like to see the psychiatric picture 
of somebody’s reactions after lis- 
tening to NBC for eight continuous 
hours. I should like to see one of 
his own reactions after listening to 
eight solid hours of some ‘public 
service” programs, handpicked for 
his personal uplift by somebody 
else. 


Generally speaking, so-called 


educational programs have been 
notable for two things: first, their 
dullness, and second, their lack of 
audiences. That’s the main reason 
there aren’t more of them. What 
would Mr. Fly gain by forcing off 
the dial lights of millions of radio 
listeners who don’t want education 
from the networks, but who want 
relaxation, enjoyment, and _ yes, 
even commercial advice? What is 
wrong with letting the people 
themselves decide what they want 
to hear, and letting broadcasters 
pit their time, their brains and 
their money against each other to 
bring it to them? Would the 
American radio industry ever have 
gotten out of its cat-whisker days 
if a percentage of its time had 
been government - directed, all 
along, into alleged educational, 
scientific and cultural lines? You 
tell ’em, somebody; I’m just ask- 
ing. 
IRVIN BORDERS, 
Los Angeles. 


, a 


Tells Dayton Story 


To the Editor: Enclosed is a 
booklet recently completed for our 
client, the Metropolitan Company 
of Dayton, which has attracted an 


Advertising Age, January 10, 19 


unusual amount of _ interest, 
thought you might like to see 
copy. 

The actual gathering of the m; 
terial and preparation of the boo, 
let required some five months 
insure authentic photographs apy 
data about Dayton, to whom 
booklet is dedicated. We produce 


35,000 copies, with mailing envel 


opes, and started the mailings 9 
Nov. 10 to a selected list. 


The response has been stead: 


and continuous. Telephone caj/ 
and letters have poured in. Re 


quests have come from schools fg 


extra copies. Industrial firms hay 
asked for copies. Manufacture, 
and trade publications out of tow 
have written in about the bookle 


And, most gratifying of all, fan 


ilies of service men overseas hay 
requested that copies be forwarde 
to them bv the Dayton store. 


It is the first time this company 
has foregone an anniversary sal¥ 


Executives of the firm consider th 


investment an excellent one be? 
cause of the great amount of adde™ 
prestige and good will which hay j 


been built. 
H. H. HuTZier, 


Hutzler Advertising Agency, © 


Dayton, O. 


AVE you heard about Iowa’s bumper 
H 1943 corn crop? Have you been told 
how the fat, yellow ears thumped into wagons 
and cribs to the tune of hundreds of millions 
of dollars ... the biggest cash value in history? 


Mining Gold 


—in an Iowa 


cornfield 


to the towns and cities . . . to the urban com 
munities where Iowa spends its wealth freel) 
and steadily ... where merchants and manu 
facturers keep smiling as they build volum¢ 


ING AGE for Dec. 20 came this 
morning (I don’t know where it 
spent the holidays), I have been 
lost in thought; wondering about 
how wonderful it would be if 
Congress took James L. Fly’s 
advice and required all broadcast 
licensees to provide a “minimum 
number of public service pro- 
grams.” 

My bafflement becomes acute 
when I ponder upon what Mr. Fly 
considers “public service.” What 
radio program, after all, isn’t pub- 
lic service? Isn’t boogie-woogie 
a service to the tired steamfitter 
who wants to hear it? Isn’t it 
public service when the nation’s 
top comedians are brought to the 
living rooms of millions who want 
above all else to laugh? 

Maybe lots of radio isn’t educa- 
tional. Maybe it isn’t uplifting. 
Maybe it isn’t highbrow. But it 
takes only a split second and a 
slight counter-clockwise movement 
of a knob for the public to reject 
any program it doesn’t wish to be 
served with. The issue seems to 
me to be merely whether Mr. Fly, 
Congress, some commission or the 


Yes, a corn-picker is a gold-mining machine 
when you turn it loose in a frost-crisped Iowa 
cornfield. Sold “as is”—or on the hoof in the 
form of fat porkers and meaty cattle—that 
corn is a reason why Iowa is our greatest 
agricultural state. But it is only ove reason—for 
corn is only one of Iowa’s many rich crops! 


Out from the farms of Iowa flows the money 


a & T. IOWA 


A STATE-WIDE URBAN MARKET... 
COVERED BY A STATE-READ PAPER 


__ pes MomvEs REGISTER and TRIBUNE 


and profits year in and year out. 


It’s a concentrated market... this R & T urban lowa. 


A market that’s completely covered by a great new 
paper which reaches every urban nook and corner 4 
this buying-minded state. For R & T lowa is all low 


lf R & T lowa Isn't on 
You'll Miss One of A 
ica’s Top 20 Markets 
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Look below and you will see a handsome list of 1943-44 advertisers in POPULAR 
SCIENCE Monthly, and the agencies placing their space. We're proud of this recog- 
nition by these leaders...pleased that they so fully realized the all-significant fact 
that POPULAR SCIENCE is the one magazine read avidly, for both business and 
pleasure, by an unusual audience of more than 700,000 mechanically-minded men. 


POPULAR SCIENCE Monthly 


marches into 1944... 


1943-44 ADVERTISERS 


Aero. Ind. Tech. Inst. 
American Pad & Textile Co. 
American Schools 
American Tel. & Tel. 

Ampro Corporation 

Argus Camera 

Atlas Press Co. 

Charles Atlas, Ltd. 

E. C. Atkins & Co. 

Theo. Audel, Inc. 


Blatz Brewing 
Briggs Tobacco 


Camel Cigarettes 
Carborundum Co. 
Casein Co. of America 
Casey Jones 

Casite Corporation 
Castle Films 

Champion Spark Plug Co. 
Chesterfield Cigarettes 
Chicago Tech. College 
Christy Supply Co. 
Chrysler Corporation 
Clopay Corporation 
Coyne Electrical School 


DeFoe Shipbuilding Co. 
DeForests Training, Inc. 
Delta Mfg. Co. 

Henry Disston & Sons, Inc. 
W. L. Douglas Shoe Co. 
Fredrick J. Drake & Co. 
Duro Metal Products Co. 


Elastic Stop Nut Co. 
Electric Auto-Lite Co. 


4 


Exide Batteries 


Embry-Riddle School of 
Aviation 


Victor J. Evans & Co, 
Evinrude Motors 


Fairchild Eng. & Airplane Co. 
The Fate-Root-Health Co. 
Franklin Glue Company 


General Electric Co. (Inst.) 
General Electric Co. (Lamps) 


General Motors Corp. 
A. C. Spark Plug Division 
Allison Division 
Fisher Body Division 


Geometric Stamping Co. 
B. F. Goodrich Co. 


Harley Davidson Motor Co. 
Harper Brothers 


Harrington & Richardson 
Arms Co. 


Hastings Mfg. Co. 
Heller Bros. Co. 
Hobart Bros. 


Indian Motorcycle 
International Corres. School 


Jacobs Mfg. Co. 
Johnson Motors 


Kenmore Publishing Company 
Knickerbocker Pub. Co. 


LaSalle Extension Univ, 
Lear Avia, Inc. 


." 


IN POPULAR SCIENCE* 


Lionel Corporation 


Marlin Firearms Co. 
McMorrow & Berman 

Mennen Co. (Brushless Shave) 
Mennen Co. (Quinsana) 
Metro Publications 

Midwest Radio Corporation 
Millers Falls Co. 

O. F. Mossberg 

Motor 


National Aeronautics Council 


National Carbon Company 
(Everready Flashlights & 
Prestone) 


National Radio Institute 

National Schools 

Nicholson File 

North American Mutual Ins. 

Northwestern Taxidermy 
School 


O'Brien, C. A. 


Pepsi-Cola Company 
Fayette R. Plumb 

Pioneer Publications 

Piper Aircraft Corporation 
Plastics Ind. Tech. Inst. 
Power Fence Co. 
Prentice-Hall, Inc. 

Prince Albert 


Ray-O-Vac Company 
Remington Arms Co., Inc. 
Rosicrucians 

Royaltor Pipes 

Rutland Fire Clay Co. 
Ryan Aero. Inst. 


Savage Arms Corp. 


*( Using half-pages or larger units of space.) 


Seiberling Rubber Co. 
Self-Advancement Service 
Smooth-On Mfg. Co. 
Snap-On Tools Corp. 
Socony-Vacuum Oil Company 
South Bend Lathe Works 
Sprayberry Academy 
Stanley Works 

Sterling Tool 

J. Stevens Arms Corporation 
Supreme Publication 


Texas Company (Marfak) 
Todd Shipyards 
Tyson Bearing Corporation 


Union Central Life Ins. Co. 
U. S. Army Air Corps 

U. S. Plywood Corporation 
U. S. School of Music 
Universal Camera Company 


Vacumatic Carburetor Co. 
D. Van Nostrand Co. 


Warner & Swasey 

Western Cartridge 
Westinghouse Elec. & Mfg. Co. 
Wilcox & Follett Co. 

J. H. Williams & Co. 

William H. Wise & Co. 
Winchester Repeating Arms 
Wood Conversion Company 
William Wrigley, Jr., Co. 


Zenith Radio Corporation 


THE 
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AGENCIES PLACING SPACE IN 
POPULAR SCIENCE 1943-44 


John Falkner Arndt & Co.,Inc. 
N. W. Ayer & Son, Inc. 

B., B., D. & O., Inc. 

Behel and Waldie and Briggs 
The Harry P. Bridge Co. 

D. P. Brother & Company, Inc. 
E. H. Brown Adv. Agency 
Buchanan & Company, Inc. 
The Buchen Company 

Byer & Bowman Adv. Agency 
Harold Cabot & Co., Inc. 
Cecil & Presbrey, Inc. 
Compton Advertising, Inc. 
Guy C. Core Company 
Craven & Hedrick 

Critchfield & Company 

Ralph Dalton & Associates 
D'Arcy Advertising Company 
Denhard, Pfeiffer & Wells, Ina. 
Emery Advertising Co., Inc. 
Erwin, Wasey & Co., Inc. 
William Esty & Co., Inc. 
Evans Associates, Inc. 
Ferry-Hanly Co., Inc. 

Foster & Davies, Inc. 
Geare-Marston, Inc. 

Geyer, Cornell & Newell, Inc. 
Guenther-Bradford & Co. 
Paul Grant, Advertising 
Grant & Wadsworth, Inc. 
Grey Adv. Agency, Inc. 


Griswold Eshleman Co. 
Gundlach Adv. Agency 
Henri, Hurst & McDonald, Inc. 
J. M. Hickerson, Inc. 
Horton-Noyes Company 
Hoffman & York 

Charles W. Hoyt Co., Inc. 
Hutchins Adv. Company 
Jasper, Lynch & Fishel, Inc. 
Richard Jorgensen, Adv. 
Keeling & Co., Inc. 

Key Advertising Company 
H. M. Kiesewetter Agency 
Klau-Van Pieterson-Dunlap 
Koster Advertising, Inc. 
Arthur Kudner, Inc. 
Lamport, Fox and Company 
Leighton & Nelson 

Lennen & Mitchell, Inc. 
MacDonald-Cook Co. 
MacFarland, Aveyard & Co. 
MacManus, John & Adams 
Marschalk & Pratt Co. 

J. M. Mathes, Inc. 

The Mayers Co. 

Maxon, Inc. 
McCann-Erickson, Inc. 

The McCarty Co. 

Meldrum and Fewsmith, Inc. 
Michel-Cather, Inc. 

Moser & Cotins, Inc. 
Newell-Emmett Co. 


Casper Pinsker Adv. Agency 
Reincke-Ellis-Younggreen 
Finn 


Reiss Advertising 

William B. Remington, Inc. 
Rickard & Co., Inc. 

Roberts and Reimers, Inc. 
Rogers & Smith Advertising 
Romer Advertising Service 
Irving J. Rosenbloom Agency 
Ruthrauff & Ryan, Inc. 
Schwab and Beatty, Inc. 
Scott-Telander 

Russel M. Seeds Co., Inc. 

W. G. Seidenbaum Agency 
Staake & Schoonmaker Co. 
Staley Adv. Agency, Inc. 
Barton A. Stebbins 

Stockton, West, Burkhart, Inc. 
Howard Swink Adv. Agency 
Paul Teas, Inc. 

Henry H. Teplitz 

J. Walter Thompson Company 
Walter E. Thwing, Inc. 

Arthur Towell, Inc. 

Tracy, Kent & Co., Inc. 
United Adv. Companies 

Van Sant, Dugdale & Co., Inc. 
John E. Vodicka, Advertising 
Warman & Company 
West-Marquis, Inc. 

Weiss & Geller, Inc. 

Almon Brooks Wilder, Inc. 
Young & Rubicam, Inc. 
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ICTURE MAGAZINE OF SCIENCE 


FRANCISCO bd 


P . S$ e Space is available! 
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Record Year for 
Networks; Expect 
More Sales in ‘44 


New York, Jan. 4.—As the year 
1943 ended on the heels of a 
worsening paper situation, which 
has played no small part in con- 
tributing to a bonanza year for all 
major yetworks and many inde- 
pendent radio stations, network 
executives anticipate even greater 
upsurges in revenue during 1944, 
with a ceiling limited only by the 
number of remaining hours avail- 
able to advertisers, who are find- 
ing it increasingly difficult to place 
all the advertising they wish in 


publications. 

A new all-time high in dollar 
volume, approximately 15% over 
1942, was reported by Roy C. Wit- 
mer, vice-president in charge of 
sales, National Broadcasting Com- 
pany. During 1943, advertisers 
using the full network increased 
from 23 in January to 30 in De- 
cember, when a total of 44 pro- 
grams weekly over the maximum 
number of NBC stations were 
being aired. Twelve additional 
advertisers began using radio dur- 
ing the year, bringing to 75 the 
number of companies using NBC 
facilities. 

There is every indication that 
the sales record made this year 
will be maintained and possibly 
exceeded in the months to come, 
said Mr. Witmer, who pointed out 
that NBC’s network time is now 
approximately 100% sold. 

Terming creative selling as the 
focal point of the Blue Network 


sales picture in 1943, Mark Woods, 
president, reported gross time sales 
will show an increase of approxi- 
mately 60% over 1942, when the 
network also registered a ban- 
ner year in revenue, its first under 
independent operation. 

“Acceptance by radio, as well as 
by advertisers, of the Blue Net- 
work as an independent broadcast- 
ing entity is reflected in the in- 
crease of Blue affiliates from 143 
to 174 stations during 1943,” said 
Mr. Woods in his year-end state- 
ment on progress of the Blue, 
pointing out the purchase of the 
network by Edward J. Noble as 
the big event of the year. (Mr. 
Woods last week became a stock- 
holder in the Blue, along with 
Edgar Kobak, executive  vice- 
president, Chester J. LaRoche, of 
the War Advertising Council, and 
Roy E. Larsen, president of Time, 
Inc.) 

Of 48 sponsored programs now 


on the Blue, 25 were launched in 
1943, 18 by advertisers new to the 
Blue. Of six programs scheduled 
to begin in the near future, four 
will be by advertisers using the 
blue for the first time. 

Currently in the works is an 
extensive advertising program 
through its recently appointed 
agency, Geyer, Cornell & Newell, 
which is expected to break shortly 
in newspapers, business publica- 
tions and over its own hookup of 
Blue affiliates. 

In its report for 1943, CBS 
pointed up the continued success 
of its network discount plan, with 
53 commercially sponsored pro- 
grams heard this year over the 
full U. S. network, of which 35 
were the result of the discount 
plan, with at least three other 
advertisers expected to avail them- 
selves of the plan shortly after the 
first of the year. 

The CBS review reports a total 


\\ 


WEBR Is FAST CORNERING 
BALTIMORE'S DAYTIME AUDIENCE 


More and more letters like this one are coming in 
every day from Baltimore women. 


With daytime program competition constantly 
increasing, we stepped up our programming even 
further. And the latest surveys tell the story! Showing 


... FOR THE 
AFTERNOONS OF 
SOLID PLEASURE" 


— MRS. A. J. E. 


a 50% increase in our afternoon rating during the last 
three months! Naturally, we’re proud of this increase. 


It’s just further proof of what we've been saying right 
along . . . that, if you want to completely cover Balti- 
more, America’s sixth largest city, WFBR is the 
station to do it . . . with a signal that is strong enough 
and clear enough to give you concentrated coverage 
in an area of well over a million people! 


—  —_= 


NATIONAL REPRESENTATIVE: JOHN BLAIR & CO. 


Advertising Age, January 10, 1944 


of 17,713 broadcasts devoted tg 
some phase of the war, thege 
broadcasts filling 3,504 hours of 
air time. 

On the home front, CBS pre. 
sented a total of more than 9,009 
hours on 31,591 separate broad. 
casts, of which 57.5% were sus. 
taining and 42.5% commercial. 


Uses All Media in Campaign 


Highlighting the CBS promo. 
tional activity was an audience. 
building campaign which begap 
last September in which the net-7 
work used all major media 
throughout the country, supported 
by its 130 affiliate stations. 

Reported in the Dec. 20 issue of 
ADVERTISING AGE was the year.— 
end report by Miller McClintock, > 
president, Mutual Broadcasting © 
System, in which he revealed that 
Mutual’s 1943 total sales will ex.” 
ceed $14,000,000, an increase of 
more than 40% over 1942. 

Keystone Broadcasting System, 
transcription network principally © 
covering secondary markets across ~ 
the country, booked sales for 1943 _ 
approximately 330% over 1942, ac- _ 
cording to Michael M. Sillerman, © 
president, in his year-end state- 
ment. This sales volume was 167 
times that for 1941. 

Through the development of 
non-musical programs and _ the 
“network” announcement plan, 
Keystone was able to circumvent 
the ban on musical recordings by 
the American Federation of Mu- 
sicians and continued to attract a 
greater number of national adver- 
tisers into the smaller secondary 
markets which the network covers, 
says Mr. Sillerman’s report. 


Boom Year for 
Consumer Co-ops 


New York, Jan. 5.—A new high 7 
in trade and membership volume 
was established by U. S. consumer 
cooperatives during 1943, accord- 
ing to Wallace J. Campbell of the 
Cooperative League of the U. S.A., 
who estimates retail co-op sales at 
close to $750,000,000. 

The entry of co-ops into produc- 
tion was depicted by Mr. Campbell | 
as the “most dramatic single fac-— 
tor in the year.” During 1943, the © 
cooperatives purchased five oil re- © 
fineries, more than 1,000 miles of 
pipe line and 264 oil wells. They © 
built or purchased three feed mills, — 
four seed mills and a fertilizer fac- — 
tory, four saw mills, two canneries, — 
one flour mill, two chick hatch- — 
eries, two printing plants and a 
coffee roastery. 4 

Through National Cooperatives, — 
Inc., regional co-ops pooled their 
resources to purchase the fourth 
largest milking machine factory in 
the world and a small chemical 
laboratory. 


Name Wilson & Haight 


Security Insurance Companies, © 
New Haven, have appointed Wil- © 
son & Haight, Hartford, Conn., as 
advertising agency. Business pub- 
lications and direct mail will be © 
used. The same agency has been 
named by the Connecticut State — 
Network and Connecticut Mutual 
Life Insurance Company. 


If it’s 
A TEST 


you want... 
TAKE 


NEW HAVEN 


: 


4 


The Register is rated* the, 
7th test market in the U. 5. 
—2nd in New England. With 
@ minimum cost you reach 
urban and suburban popula 
tion. 
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This is our Jack-of-all-sports... 


O one ever calls our tall, blond Rollie Johnson an arm- 
N chair athlete. As an omniscient Jack-of-all-sports, he’s 
covered every important athletic event — including all Minne- 
sota football games — for WCCO in the past nine years. And, 
at the same time, covered himself with much well-won glory. 

A sporting encyclopedia, Rollie’s nightly Sports Through 
The Keyhole gives Northwest fans a fast, full roundup of the 
latest scores (at 10:25 P.M.on weekdays, at 10:15 on Saturdays). 

Many sporting contests up here are played at night — and 
that means WCCO listeners, thanks to Rollie Johnson, learn 
the results a full eight hours before Twin City morning news- 
papers are delivered. Or 17 hours before many rural readers 
get them the next afternoon. 

Himself a four-letter player and a three-letter coach, Rollie 
is a respected and popular figure throughout this whole sports- 
minded Northwest. It isn’t hard to see why his Sports Through 
The Keyhole has become — and stayed — the dominant pro- 
gram of its type in WCCO’s nighttime primary area of 130 


Good Neighbor to the Northwest 


counties. (When last checked, he had a measured tune-in of 
52% of the listening audience.) 

Sports Through The Keyhole is not for sale at the moment. 
But that’s no reason why the same WCCO programming skill 
that built Rollie Johnson’s sports final into a headliner can’t 
go to work just as effectively for you. We have a lot of listen- 
ers up here who like the spirit of neighborliness we constantly 
reflect. Maybe we could tell them about your product. 

Easiest way to find out is by asking us or Radio Sales. 


MINNEAPOLIS-ST. PAUL 
50,000 Watts - 630 Ke 


ste S 
TiMeRt 


Represented by Radio Sales 
the SPOT Broadcasting Division of CBS 
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When KSTPete took our Barn Dance 
Gang to International Falls — some 
300 miles from the Twin Cities — for 
a regular Saturday night broadcast, 
The Falls really fell for him. So eager 
were folks up there to see and hear 
these radio favorites, they poured into 
town from miles around, and the 
gang had to do two shows that night 
— both to overflow crowds. 


The night before, in Hinckley, they 
played to twice the population of the town. 
Hanging out the “S.R.O.” sign when the 
gang leaves the Twin Cities to go visiting is 
nothing new. In the last three years, KSTP’s 
Barn Dance has made personal appearances 
in more than 100 different Minnesota and 
Wisconsin towns — playing to paid atten- 
dance totalling more than 500,000. They all 
want the Barn Dance Gang to come back, 
and still another hundred towns are eagerly 
awaiting our first visit. 


It's promotion like this that is constantly 
adding to KSTP’s large rural audience. And 
these personal appearances are just one fea- 
ture of a continuous audience promotion 
campaign which also includes: 


], Audience-building ads in 344 Minne- 
sota country newspapers 


2. Big ads in “The Farmer,” reaching 
147,000 Minnesota farmers 


3, Full-page ads in “Land O° Lakes 
News,” reaching 65,000 Minnesota 
farmers 


“On the Minnesota Farm Front” 
(column by KSTP’s Farm Service 
Director, Harry Aspleaf) published 
weekly by 81 country newspapers 


5, “Around Radio Row” (radio news- 
and-gossip column) published week- 
ly by 70 country newspapers 


Resultful selling in the vital Twin Cities 
area— Minnesota's primary market — is 
what you buy on KSTP. This, plus no-cost 
coverage of the state’s prosperous rural mar- 
ket is what you actually get! 


Exclusive NBC 
Affiliate for the 
Twin Cities. 


Mutual Benefit 
fo Sponsor New 
Network Program 


Omaha, Jan. 6.—Mutual Benefit 
Health & Accident Association, in 
cooperation with the U. S. Junior 
Chamber of Commerce, will spon- 
sor a new series of programs over 
the full Mutual network, starting 
Friday, Jan. 14, from 8:30 to 9 
p. m., EWT. 

Originating from WGN, Chicago, 
and scheduled over 211 stations, 
the program, entitled “Freedom of 
Opportunity,” will dramatize the 
life stories of America’s outstand- 
ing young men, to be selected by 
a board of judges acting through 
the Junior Chamber of Commerce. 
The dramatizations will emphasize 
the spirit of enterprise associated 
with the American way of life, 
which has enabled these men to 
rise to heights commensurate with 
their ability. 

Arthur Meyerhoff & Co., Chi- 
cago, is the agency. 


Ripley Replaces Fields 


American Cigarette & Cigar 
Company will replace Gracie 
Fields, English comedienne, with 
Bob Ripley’s “Believe It or Not” 
program, beginning Jan. 17 over 
Mutual. Miss Fields will make her 
last broadcast Jan. 14, after which 
Ripley will assume the Monday 
through Friday 9:15 to 9:30 p. m. 
period over more than 200 Mutual 
outlets. Ruthrauff & Ryan is the 
agency. 


Kellogg Renews 


Kellogg Company has renewed 
“Gil Martyn News” on the Blue 
Network, effective Jan. 3 for 52 
weeks. Aired in behalf of Gro- 
Pup dog food, the commentator is 
heard Mondays through Fridays 
11:30 to 11:45 a. m., EWT, over 
165 stations. For Pep, Kellogg has 
renewed its five-minute participa- 
tion of “Breakfast at Sardi’s,” 
heard on 13 Pacific Coast outlets 
five times weekly. Kenyon & Eck- 
hardt is the agency. 


Brown Shoe Signs 


Brown Shoe Company, St. Louis, 
has signed a nine-station Pacific 
Coast NBC network to carry a 
new show Saturdays from 12:30 
to 1 p. m., PWT, for 13 weeks 
beginning Feb. 26. Program talent 


is yet to be decided. Leo Bur- 
nett Company, Chicago, is the 
agency. 


Starts New Show 


A new dramatic show, “Woman 
from Nowhere,” starring Irene 
Rich, will replace the “Dear John” 
series sponsored by Welch Grape 
Juice Company, effective Jan. 16, 
over 65 CBS stations. The pro- 
gram will be aired Sundays at 
4:45 to 5 p. m. CWT. H. W. 
Kastor & Sons Advertising Com- 
pany, Chicago, handles the ac- 
count. 


Sponsors Newscast 


S & W Fine Foods, Inc., has 
signed to sponsor the 1 to 1:15 
p. m., PWT, period of the hour- 
long Monday through Friday “Blue 
Newsroom Review” on 14 stations 
of the Pacific Coast Blue Network. 
Sam Hayes will broadcast the 
S & W portion of the program. 
Brisacher, Van Norden & Staff, 
San Francisco, is the agency. 


Takes Sardi’s Spot 


Union Ice Company of California 
will sponsor a 15-minute Saturday 
period of the “Breakfast at Sar- 
di’s” program over the same net- 
work, for a 52-week period, start- 
ing Jan. 8. George M. Wessells 
Advertising Agency, Los Angeles, 
handles the account. 


Adds 13 Stations 


Celanese Corporation of America 
has added 13 CBS outlets to the 
network for “Great Moments in 
Music,” heard over 134 stations 
Wednesdays from 10 to 10:30 p. m., 
EWT. Young & Rubicam is the 
agency. 


Hunt Starts Series 


A new variety show, “Vaude- 
ville Hotel,” featuring Maxie 
Rosenblum and Joe Oakie, was 


launched on the Don Lee network 
Jan. 2 for a 13-week run. The 
series is sponsored by Hunt Broth- 
ers Packing Company, food packer, 
in its first radio test. The pro- 
gram is aired from 8 to 8:30 p. m., 
PWT. Garfield & Guild, San Fran- 
cisco, is the agency. 


Moves to NBC 


Lowell Thomas, commentator 
who has been heard over the Blue 
Network since 1932, will make his 
last broadcast over the Blue on 
Jan. 21 when his sponsor, Sun Oil 
Company, will move the program 
to NBC. Starting Jan. 24, Thomas 
will be heard over 29 NBC outlets 
Mondays through Fridays at 6:45 
to 7 p.m., EWT. Roche, Williams 
& Cunnyngham is the agency. 


Dairy Group Renews 


American Dairy Association, 
Chicago, has renewed “World 
News and Farm News” for 13 
weeks, effective Jan. 30, over 53 
NBC, Don Lee Broadcasting Sys- 
tem and Wisconsin Network sta- 
tions. The program, aired at 12 
to 12:15 p. m. CWT, features Clif- 
ton Utley and Everett Mitchell. 
Campbell-Mithun, Minneapolis, is 
the agency. 


National Coffee 
Runs Ads in Two 
New York Papers 


New York, Jan. 7.—The National 
Coffee Department of Brazil this 
week employed 1,176-line adver- 
tisements in the financial sections 
of the Herald Tribune and Times 
in which copy pointed up the im- 
portance of coffee in easing the 
tension and stimulating the mind 
during intricate and serious prob- 
lems calling for clear heads. 

This is the first copy to appear 
since last November, when Na- 
tional Coffee used 216 daily and 
weekly newspapers to announce 
that a new crop of Brazil coffee 


had been harvested and_ steps 
taken to make it available to 
American importers (AA, Nov. 
29, °43). 


“Captioned “Tense Moments Call 
for Clear Thinking,” this week’s 
insertion was illustrated with uni- 
formed officers in conference, and 
copy saying that Brazil produces 
well over half the world’s supply 
of coffee. Further insertions may 
appear later. Grant & Wadsworth 
is the agency. 


Sema < es 


Advertising Age, January 10, 1§ 


APA Directory Gives 
Data on Non-Dailies 


There are currently 8,880 nop. 
daily newspapers in towns unde 
20,000 population, representing 4 
loss of only 370 papers compare; 
with a year ago, according to the 
1944 “Directory of Country an 
Suburban Town Newspapers, 
published by the American Pres 
Association. These papers have; 
total circulation of 13,112,809. 

The 1944 Directory is devote; 
exclusively to data on non-dail; 
newspapers. For each paper liste, 
it gives the circulation, adverti 
ing rate, name of publisher gj 
editor, date of establishment, pol 
icy on alcoholic beverage advertis 
ing, mechanical requirements anj 
other information utilized by ad¥ 
vertisers using weeklies. 


Lund Joins Perfex 


Malcolm Lund, who has served 
as campaigns manager for OPA 
and WPB in Washington, hag 
joined the advertising department 
of Perfex Corporation, Milwaukee 
Before going to Washington, Mr 
Lund was with Howard Swink 
Advertising Agency, Marion, O. 
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Overcome any idea you have that the shortage of pulp and paper is merely 


bad luck of the paper industry! Deprived of pulp and paper, America c 


lose this war in no time! And that would affect YOU and everybody else! 


is essential in the making of explosives, rayon parachutes, surgical dress 
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The by-product tannic acid is essential to leather tanning. Paper is a cri 
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Booklet Stresses 
Selling of Retail 
Space by Dailies 


Milwaukee, Jan. 4.—A 32-page 
pooklet entitled “Newspaper Ad- 
vertising” and designed to “awak- 
en in newspaper salesmen every- 
where.a new and enthusiastic 
appreciation of newspaper adver- 
tising,” has been issued by the 
Newspaper Advertising Executives 
Association. 

Urging “constructive selling” of 
retail newspaper advertising, the 
pooklet, according to William Wal- 
lace, advertising manager of the 
Toronto Star and president of the 
association, has been prepared for 
use by salesmen, not just execu- 
tives, and is not meant to be a 
presentation to advertisers. It was 
pointed out that the radio indus- 
try has made a $125,000 sales pres- 
entation to retailers in 120 cities, 
and newspapers were warned to 
be “alert to this competition.” 

The booklet presents a grouping 
of facts and suggestions which 
have come out of various research 
projects conducted by the associa- 
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tion’s retail promotion committee. 
All of the ideas contained in the 
booklet, it was pointed out, have 
been presented already by many 
newspapers and they are not “in 
any sense the answer to all of our 
problems.” Rather, an attempt 
was made to select information of 
the greatest value to most retail 
newspaper advertising salesmen. 
Copies are being sent to the ad- 
vertising manager of every news- 
paper in the United States and 
Canada and NAEA members may 
obtain extra copies at 75 cents 
each from Irving Buntman, secre- 
tary of the association, 536 W. 
Wisconsin Ave., Milwaukee. 


Name Pitluk Agency 


Pitluk Advertising Company, 
San Antonio, has been appointed 
to handle the advertising of the 
San Antonio Coca-Cola Bottling 
Company. Outdoor posters and 
newspapers will be used. 


Two Name Standard 


Standard Advertising Agency, 
Chicago, has been appointed to di- 
rect the advertising of National 
Machinery Dealers Association and 
Bell Merchandise Company. 


Sturdivant Named V.P.; 
Farrell Joins E., W. 


John W. Sturdivant, director of 
the media department and account 
executive of Erwin, Wasey & Co., 
has been named a vice-president. 
He has been in the advertising 
field 52 years, the last 25 with 
Erwin, Wasey. He began with the 
Charles H. Fuller Agency in Chi- 
cago in 1891. 

Elliott J. Farrell has joined Er- 
win, Wasey as an account execu- 
tive specializing in the electronic 
industry. He was formerly with 
McCann-Erickson. 


Forms New Division 

Oliver Iron & Steel Corporation, 
Pittsburgh, has organized an In- 
dustrial Fasteners division, with 
James G. Graham as general man- 
ager of sales and Edward M. Welty 
as assistant general manager of 
sales. The division will handle 
sale of products in the industrial, 
transportation and jobbing fields. 
Bennett W. Johnson has been ap- 
pointed general manager of sales 
of the Pole line hardware division 
and Bernard J. Beck has been 
named general production man- 
ager. 


Joint Work Puts 
Over Drive for 
Women Marines 


San Francisco, Jan. 5.—A ready- 
made campaign that can be used 
in other cities for Marine Corps 
women recruitment is under way 
in San Francisco, thanks to news- 
paper-retailer-agency cooperation 
with the San Francisco Recruiting 
District. 

Work on the plan started when 
Lt. Col. Ralph E. West, in charge 
of the district, which includes 
northern California and Nevada, 
appealed to the city’s Victory Ad- 
vertising Committee. A telephone 
call to Erwin, Wasey & Co. brought 
an offer of volunteer advertising 
service. The campaign was dis- 
cussed at an agency luncheon for 
newspaper advertising managers 
and Marine Corps officers, where 
it was suggested that the Marines 
set up a series of window displays 
for the department store that 
would sponsor an entire campaign 
of 13 1,000-line ads. City of Paris, 
San Francisco store, agreed to pay 
the space, art and mechanical 
costs. The agency makes the com- 


seat THE 


material for packing food for our fighting men, for wrapping sulfa drugs, blood 


plasma and medicines, gun and plane replacement parts. Without it, too, civil- 


ian goods could not be packaged and shipped. Thousands of men are leaving 


the woods for military service and for high wages paid by war plants. Reserve 


supplies in wood yards already are exhausted. Mills operate short time. Paper 


stocks dwindle. The effect of all this soon will be felt on every front, unless the 


seriousness of the situation is recognized and the trouble corrected. 
This crisis is your crisis. Wire your Representatives and Senators 


today and urge action to assure the uninterrupted flow of pulpwood! 


CHAMPION PAPER AND FIBRE CO., Hamilton, Ohio 


- 
rpucPwood] 


| CAMPAIGN] 


MILLS AT HAMILTON, OHIO. .. CANTON, N. C. ... HOUSTON, TEXAS 


Manufacturers of Advertisers’ and Publishers’ Coated and Uncoated Papers, Bristols, Bonds, Envelope Papers, 
Tablet Writing and Papeteries. . . 2,000,000 Pounds a Day 


DISTRICT SALES OFFICES 
NEW YORK + CHICAGO + PHILADELPHIA * CLEVELAND* BOSTON «ST. LOUIS * CINCINNATI + ATLANTA 


SEEKS RECRUITS 


JOU THE MARINES. .trce « Marine to fight! 
~~, dy, 


oyna 


worked hard and paved hard Now chew pumed band the Unmet Sesion Marine Corps Cemen's 
sed pred hile ve get thingy dome “wmartly” me — Rewerwe 


the manne A the armen 


This is the first in a series of store-spon- 
sored advertisements seeking women re- 
cruits for the Marines. Erwin, Wasey & 
Co., San Francisco, is the volunteer 
agency on the campaign. 


prehensive layouts and works out 
pattern copy. Copy is finished in 
the store’s characteristic style, and 
photographs of actual women 
Marines are featured. Each ad- 
vertisement carries a plaque list- 
ing recent women recruits, and 
extra proofs are provided each re- 
cruit for mailing to relatives and 
friends. 

Others interested in aiding Ma- 
rine recruitment of women may 
obtain suggestions on preparing a 


-|similar campaign or obtain mats 


of the series from the agency. 


Riegel Leaves Agency, 
Joins Brooks Brothers 


G. Frederic Riegel has resigned 
from Alley & Richards, New York, 
to become sales promotion man- 
ager of Brooks Brothers, New 
York, manufacturer of men’s 
clothing. 


Since 1932 he has planned, di- 


rected and handled all Brooks’ 
media and direct mail advertising 
as account executive, first through 
his own agency, Riegel & Leffing- 
well, then through Geare - Mars- 
ton, Philadelphia, and later 
through Alley & Richards. Donald 


C. Vaughan is advertising director } 


for Brooks. 


Personnel Service Moves 


Maude Lennox Personnel Serv- J 


ice, New York, covering the ad- 
vertising, radio and publicity fields, 
has moved to larger quarters at 
630 Fifth Ave. 


Youll hand it to 
us for il 


Phone WABash 3304 


418 S. Market St, Chicago 7 
MATS - STEREOS - ELECTROS 
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Mennen Launches 
Huge Campaign 
for Baby Oil 


(Picture on Page 59° 


New York, Jan. 6.—Starting 
this month, what is probably the 
largest baby products campaign in 
its history will be launched in 27 
magazines by Mennen Company 
and continued throughout the year 
for Mennen antiseptic oil. 

In addition, promotion activities 
will include distribution of mil- 
lions of ,baby charts by hospitals 
and physicians, exhibits at leading 
medical conventions, mailing of 
literature to physicians, hospitals 
and nurses, and distribution of 
thousands of baby calendars. Ad- 
vertisements are based on infor- 
mation obtained in recent surveys 
of physicians. 

John H. Miller, Mennen adver- 
tising and sales promotion man- 
ager, says, “The advertisements 
help render a public service by 
giving mothers the consensus of 
national medical opinion on the 
proper care of baby’s skin. Photo- 
quiz format is used to present the 


vital facts in most interesting and 
clearest form.” 

The advertisements will appear 
in Good Housekeeping, Ladies’ 
Home Journal, Life, Look, Mc- 
Call’s, True Story, Woman’s Home 
Companion and more than 20 other 
leading magazines. 

A series of full pages in Life 
will also be run by the pharma- 
ceutical division of Mennen. These 
messages, dedicated to the physi- 
cians, hospitals and nurses of 
America, tell of the tremendous 
advance made by the medical pro- 
fession in reducing the infant mor- 
tality rate, and explain the part 
played in this work by Mennen 
antiseptic oil. 

H. M. Kiesewetter Advertising 
Agency, New York, is the agency. 


Goodrich Advances 2 


L. E. Rohrbaugh, a salesman in 
the Philadelphia district for B. F. 
Goodrich Company, Akron, O., 
since 1934 and with the company 
since 1918, has been named man- 
ager of its shoe products sales. He 
succeeds Fred A. Lang, who has 
been appointed division merchan- 
dise manager in charge of the sale 
of rubber and plastic products 
used by the shoe industry. 


Airways Freedom 
Upheld in NAM 
Postwar Report 


New York, Jan. 5—The Na- 
tional Association of Manufactur- 
ers last week tossed its hat into 
the ring of discussion of interna- 
tional air transportation in the 
postwar world, by declaring for 
“freedom of the air” in the report 
of its postwar committee for 1943. 

As interpreted by the report, 
“freedom of the air’ means equal 
access to airports used in inter- 
national traffic. It reserves to any 
nation, however, “the long estab- 
lished right to confine travel be- 
tween cities within its own borders 
to ships and planes of its own 
nationality.” 


Wants Airport Access 


NAM further suggests, in con- 
nection with a progressive cancel- 
lation of lend-lease balances after 
the war, that a condition for such 
cancellation shall be equal access 
to international airports for United 
States commercial aircraft engaged 
in international transportation. 

The 1943 report, a booklet of 96 


pages, represents the second year 
of deliberation of a committee of 
more than 150 business men repre- 
senting a cross-section of the 
country. 


‘Register & Tribune’ 
Restricts Classified 


The Register and Tribune, Des 
Moines, Ia., has announced that 
until further notice all classified 
advertising placed in the two 
papers will have to meet the fol- 
lowing requirements: 1. All 
straight classified advertisements 
will be limited to one line of 10 
point type and remainder of ad 
set in agate type; 2. All help- 
wanted ads must be published in 
the classified section under the 
regular classifications as straight 
classified advertising; 3. Classified 
display cannot be accepted in the 
Sunday Register other than on 
page one of the classified section; 
and 5. The maximum space for 
any advertiseris 84 lines. 


Agency Moves 
Pettingell & Fenton, Inc., New 
York, has moved from 673 Fifth 


Ave., to larger offices at 247 Park 
Ave. 


OWE COAT COVERS 


NU-ENAMEL 


NO BRUSH MARKS 


ONE COAT COVERS 


( NUENAMEL 


> NO BRUSH MARKS 


LS 
ONT GET CAUGHT WITH 
“YOUR SIGNS DOWN! 


Plan postwar Decal Sign 

9 A promotions now! New prod- 
PUT DECAL 

ucts...new dealers...new 

SIGNS IN customers...need new iden- 

YOUR 1944 tification on tomorrow's 

BUDGET Main Streets. Stake your 


washable, 


claim NOW to valuable free 


space on store exteriors and interiors with 
a complete program of colorful Meyercord 
Decal Signs and valances for store fronts, 
doors, mirrors, counters, walls and back- 
bars. Decals can be made in any size or 
number of colors. They’re easy to apply, 


and last for years. Decals are 


night - and - day, all - weather, ovt - of - the- 
backroom “point of sale” advertising that 
pack more publicity value per square inch 
for a longer time than any other form of 
advertising... 
an advertising medium. No consumer media 
schedule is complete without it. 
Decals in 1944 budgets. Free designing and 
merchandising service. Let us submit de- 
signs and rates. Don’t YOU get caught 
with YOUR signs down. Write for details. 
Address all inquiries to Department 39-1. 


at less cost. Decalcomania is 


Include 


MEYERCORD DECALS 


_ The Meyercord Co... World's Largest Manufacturers of 
5323 WEST LAKE STREET + CHICAGO (44) ILLINOIS 


Call ie Pulpwood 
Greater in 1944 


New York, Jan. 5.— Although 
domestic pulpwood production, as 
represented by mill receipts, 
showed some improvement during 
October and November when the 
1943 Newspaper Victory Pulpwood 
campaign was at its peak, 1944 
will call for even greater effort by 
farmers, pulpwood cutters, and 
part-time woods workers than in 
1943, the war activities committee 
of the Pulpwood Consuming In- 
dustries reported here this week. 

Mill receipts of domestic pulp- 
wood totaled 11,911,000 cords in 
11 months of 1943. This is only 
1,089,000 cords under the 13,000,- 
000-cord goal set for the year by 
the War Production Board, with 
December figures as yet unre- 
ported. Mill receipts in October 
were 1,228,000 cords, and in No- 
vember, 1,115,000 cords. 

“The Victory Pulpwood cam- 
paign is by no means over, even 
though we reach the 13,000,000- 
cord goal for 1943,” said Frank 
Block, director of the war activi- 
ties committee. “The continuing 
expansion of our Army and Navy 
calls for maximum production on 
the home front during 1944.” 


anuary 10, 19: 


Lane Succeeds Callahan 


as Press, Radio Chief 


Thomas H. 
Lane, former 
Young & Rubi- 
cam account 
executive, has 
been appointed 
director of ad- 
vertising, press 
and radio, for 
the Treasury 
war finance 
committee, suc- 
ceeding Vincent 
F. Callahan. 

For the past 
year and a half, 
Mr. Lane had 
been chief of the Treasury’s ad- 
vertising section, in direct charge 
of all publication, outdoor and 
poster war bond promotion. Mr. 
Callahan resigned his Treasury 
post to reenter private business. A 
former copywriter and account 
executive with Young & Rubicam, 
Mr. Lane had previously been with 
WOR, New York, and the New 
York Herald Tribune. 


Thomas Lane 


Testor Starts 
Magazine Campaign 
Testor Chemical Company, 
Rockford, Ill., has begun a cam- 
paign, using inside front covers in 
Model Airplane News and full 
pages in Air Trails to introduce its 
new model airplane kits. The ac- 
count is handled by Cummings, 
Brand & McPherson, Rockford. 


Acme Names Hubbell 


Acme Plating Company, Cleve- 
land, has named the Hubbell Ad- 
vertising Agency, Cleveland, to 
handle its advertising. Direct mail 
—. trade publications will be 
used. 


Molor West 


Automotive Trade Authority of the Pacifie Region 
a2 


For 37 Years has been the means 
of Automotive Sales Promotion 
in the Nation's 


Most Motorized Section 


«+. the Pacific Far West 


@ Far Westerners have the 
highest average Buying 
Power found in iad section 
of the nation. 


® Ratio of ty mn Trucks 
owned per 1,000 of popula- 

tion here exceeds that in 

any other section. 
MOTOR WEST Advertisin 


for promoting the distrib 
Service Parts . . 


is the means 
on and sale of 
Shop Tools and Ma- 
chinery . . . Car Accessories . . . Auto- 
mobiles . . . Motor Trucks... in the 
Pacific and Mountain States “during 1944. 


MOTOR WEST PUBLISHING CO. 
823 Rives-Strong Bldg. Los Angeles 15, Cal. 
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Who is Americas fio.1 


POSTWAR 


MIVENTOR 2 


—he’s working anonymously today, over 400,000 strong, 
tooling up for the fascinating postwar World of Tomorrow’ 


a” statistical department just came in with a piece of 
breathtaking news—Gypsy Rose Lee is a workshop 
hobbyist! But on the other side of the fence, Mechanix 
Illustrated readers are 100% hobbyists —79.6% of whom 
are under age 34. So don’t let Gypsy Rose Lee stand in 
your way. 


Advertising Director 
Fawcett Pustications, Inc. 


ODAY, somewhere in America, is the next Marconi— 

the next Edison—the next Wright Brothers...hard 

at work finding out for himself what tomorrow’s 
America will be like. 


Does he slave away his days in some great laboratory? 
Surrounded by test tubes? Dipping his stained fingers 
into fuming chemicals? Watching enormous machines 
shatter an atom? Squinting through a microscope for 
beings so tiny the microscope itself cannot see them? 
No. Just as the Edisons and Marconis and Wrights 
before him, he works in his own workshop in his own 
home—seeking out his own new world. And out of his 
seeking will come the invention that will bring us the 
“world of tomorrow.” 


No wonder he is America’s mechanical neighborhood 
oracle...Mr. Fixit in the flesh. When anything goes 
wrong or won’t work the neighbors call for Mr. Fixit. 
If the sash sticks or the door creaks, Mr. Fixit is on the 
job. If Mrs. Jones’ gas-stove leaks he can stop the leak 
in no time. If Johnny’s roller coaster breaks down Mr. 
Fixit has it rolling again in a jiffy. Whether it’s wood- 
working or metal-working, it makes no difference. He is 


FAMOUS WORKSHOP HOBBYISTS 


Fisser McGee, of the world 
famous radio team of “Fibber 
McGee and Molly” is an out- 
standing and enthusiastic work- 
shop hobbyist. 

In private life he is Jim Jordan 
ond a man who knows wood- 
working and carpentry down to 
the last shaving. His workshop 
is a hobbyist’s paradise and is 
completely tooled with about 
every kind of equipment that is 
made, and he is a regular reader 
of Mechanix Illustrated. 


handy with tools of all kinds and has the “know how” 
that counts. 

* * * 
This chap, as we know him here, offers to American 
advertisers an opportunity that will never occur again— 
unless (God forbid ) there comes still another postwar era. 


He is America’s most important hobbyist. Infinitely 
more important to America’s future than his brother 
stamp collectors, Indian arrowhead experts, butterfly 
hunters, moustache-cup hoarders, rare book hounds, and 
the like. 


He knows more about postwar America, and what will 
make it click—than you or you—or me. He is America’s 
Number 1 market for postwar America. 


* * * 


This chap, 400,000-plus, gets his information, and his 
materiél and tools and equipment, from the pages of 
Mechanix Illustrated. How do we know? Because he 
goes to his newsstand every month and buys Mechanix 
Illustrated to use as the guide for his hobby. We edit 


Mechanix Illustrated entirely for his benefit. And we} 
are doing a better job every month. 


How do we know this? Listen: 


Our circulation, which 3 years ago stood 170,000 at 10¢ 
stands today at over 400,000 at 15¢—with 97.5% news- 
stand sales, highest ever attained in our field. 


We gained 47.7% circulation in the past year alone, 
against a 9% and 2% gain for the other two in our field. 


Based on 1943 first 6-months figures, Mechanix IIlus- 
trated pulls 936 primary readers per advertising dollar, 
as against 839 and 776 for the other two in our field. 


Most important: More than 80% of the advertisements 
carried in Mechanix Illustrated are keyed for direct 
response. To these advertisers, results are all that count. 
The fact that the vast majority of them came in on a test 
basis, and are staying because we pull those coupons in, 
is the best recommendation I can give you, 


If results are what you want, Mechanix Illustrated can} 
deliver the goods, 


One of the Great Family of Fawcett Magazines 


FAWCETT PUBLICATIONS INCORPORATED 


NEW YORK 18: 1501 Broadway ...Longacre 3-2800 
CHICAGO 1: 360 N. Michigan Avenue... Central 5750 
LOS ANGELES 14: Simpson-Reilly, Ltd. 

Garfield Bldg. ... Michigan 7421 
SAN FRANCISCO 4: Simpson-Reilly, Ltd. 
Russ Building... Douglas 4994 | 
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Incentives Can 
Make Record U. S. 
Postwar Output 


New York, Jan. 4.—In a com- 
prehensive study of employment 
and production possibilities in the 
postwar period, Fortune in its Jan- 
uary issue points out that incen- 
tives rather than regimentation 
can make possible a $165,000,000,- 
000 U. S. output, with an average 
wage of $2,200, jobs for nearly 
everyone, and record-level profits. 

As prerequisites for this pros- 
perity, Fortune names the follow- 
ing: 

1, Faith on the part of both 
soldiers and civilians that the U. S. 
is a “$165,000,000,000 country.” 

2. Individual willingness to in- 
vest savings in private enterprise. 

Recognition by business that 
government is benevolent, and by 
government that business is indis- 
pensable. 

In the same issue, Fortune points 
out that with an immense amount 
of postwar construction virtually 


certain, American cities and towns 
need to undertake over-all plan- 
ning now to make sure that the 
right kind of building will be done 
in the right places when restric- 
tions are removed. 


Owens-Illinois Glass 
Reorganizes Divisions 


Libbey Glass Company, Toledo, 
and Owens-Illinois Pacific Coast 
Company, have become divisions 
of Owens-Illinois Glass Company, 
effective Jan. 1, under a program 
of reorganization announced re- 
cently by J. P. Levis, president of 
Owens-Illinois. Operated hereto- 
fore as wholly owned subsidiaries, 
the companies have been dissolved 
and their businesses will be con- 
ducted as divisions of the parent 
company. 

J. H. Wright, president of Lib- 
bey Glass, and H. S. Wade, presi- 
dent of Owens-Illinois Pacific 
Coast Company, have been named 
vice-presidents of Owens-Illinois 
Glass Company, with Mr. Wade 
—_s his headquarters to To- 
edo. 


Advertising Age, January 10, 1944 


RETAIL SALES 


motions. 


CITY INDEX 
130.5% 


change. 


In the rich Akron Market, 
buyers depend on their 
oy daily and Sunday 
newspaper to form their 
buying habits. 


REPRESENTED BY 


STORY, BROOKS & FINLEY 


be New York, Philadelphia, Chicago 


Cleveland, Los Angeles, Atlanta 


AKRON 


FORECAST FOR FEBRUARY, 1944 
WwW 


For the fourteenth consecutive month, Akron's per- 
cent gain leads all Ohio cities in Sales Management's 
Retail Sales and Services Forecast. The following 
February figures should help you plan your sales pro- 


DOLLARS 
*18,810,000.” 


| CITY-NAT’L INDEX 


"City Index" shows how February will compare with February 
1943. "City Nat'l Index" relates Akron's change to the National 


AND SERVICES 


120.6%, 


AKRON 
BEACON 
JOURNAL 


The Diary of an Ad Man 


This diary embraces the observations and reflections of one of America’s 

most prominent and widely known advertising men. It is presented in 

ADVERTISING AGE weekly, exactly as written, without benefit of “editorial 

direction” of any kind. The author is glad to receive comment, but can- 

not answer letters, except as he may find it appropriate to do so through 
the column. 


December 27. The farmer who said he 
didn’t need a farm paper because he 
already knew how to farm better than he 
did, was speaking for all of us. The great 
gap between knowledge and action is the 
point at which advertising men often find 
themselves in conflict with others who 
would influence the public. High-minded 
government servants, for instance, think 
if they could only get enough space devoted 
to explaining the dangers of inflation, or 
the rules of good nutrition, or what not, 
that the job would be done. The ad man 
knows that to get the action desired he 
often has to do something quite different 
from disseminating sound information; 
may, in fact, have to find his way in 
through the weaknesses of people rather 
than through their strengths. The Federal 
Trade Commission might well ponder this 
fact. 

e 


December 28. The areas in which it is 
hardest to get action out of human beings 
are those where either the rewards for 
action, or the punishment for failure to 
act, are remote. We all know that we 
ought to do such things as making a will, 
seeing our dentist every six months, eating 
a balanced diet, etc., but the pay-off, either 
good or bad, is too distant to spur us. In 
such cases one of the functions of adver- 
tising is to dramatize that postponed good 
or evil, as the church does Heaven and 
Hell, in order to rouse the sinners to action. 
And churchmen tell me that of the two 
the fires of Hell get the best results. 


December 29. George Horace Lorimer, 
in his great days, used to say that he 
edited the SEP for young men who were 
interested in just two things: how to get 
on in the world; and how to find the right 
girl to get on with. This week’s issue 
seems to say, in its editorial content, that 
Pvt. Willie Gillis is still interested in the 
right girl, but that he has learned that 
getting on in the world involves a good 
deal more than the formula of the old 
American success story. \ 


December 30. Speaking of the SEP re- 
minds me of the days when its publishers 


used to make marked contributions to the 
advancement of advertising—not only by 
publishing basic marketing data, but by 
suggesting improvements in the art of 
visual presentation, such as the use of two 
colors, and layouts for two pages facing. 
It seems strange that no owners of printed 
media have carried forward work in this 
field, especially when auditory methods 
are making such competitive gains. A 
tithe of what the magazine publishers 
spend in promotion would go a long way 
toward uncovering new and more effective 
methods of transferring ideas through the 
eye. A compilation, alone, of what the 
army has learned from its training films 
would be highly instructive. To make 
printed advertising pay the advertiser 
better is one good way to sell it. 


December 31. New Year’s Eve is a time 
for nostalgia, as I was reminded upon 
hearing Hildegarde sing “The Last Time I 
Saw Paris.” There is only one line in that 
song which I would amend. I, too, recall 
that the last time I saw Paris her heart 
was young and gay—and no matter how 
she short-changed me, I’ll remember her 
that way. 


January 1. Among all the peoples of 
the world that I have seen, the Swedes 
impress me as being the most civilized. 
There is a balance in Swedish life between 
such things as monarchy and democracy, 
wealth and poverty, industrial efficiency 
and the arts, athletics and good living, and 
so on, which brings them close to the ideal 
of the Golden Mean. I salute them again 
on this New Year’s Day, as I always have 
since I learned to welcome it with a glass 
of their hot, spicy glig. 

e 


January 2. Got up early and harnessed 
myself to the finishing of a piece of writing 
which had been hanging over my head for 
a month or more. It came along easily 
enough, once I got into it; and once it was 
done I felt as though 1943 was really 
checked off. But, Lord, how I had dillied 
and dallied, and balked over it like a horse 
refusing to take a fence. 


Promotes Steam Iron 


The Silex Company, Hartford, 
Conn., is continuing its advertising 
of the Silex automatic electric 
steam iron in newspapers in New 
York, Boston, Chicago, Los An- 
geles, San Francisco’ and Seat- 
tle, placed by Grey Advertising 
Agency, New York. Copy states 
no irons are available now, but 
promises new features in postwar 
products. 


Account to Waters 


Rubin Leather Goods Corpora- 
tion, New York, maker of Nor- 
mandie handbags, has appointed 
Norman D. Waters & Associates to 
handle its first national advertis- 
ing in leading fashion magazines 
and New York Times Sunday 
Magazine Section. Copy will ap- 
pear throughout the year. 


Blue Issues Rate Card 


The Blue Network has issued a 
new rate card, No. 31, which lists 
171 stations, reaching 23,558,000 
radio families (night), compared 
with 122 stations reaching 22,462,- 
000 families listed in rate card 30. 
The new card incorporates changes 
in the Blue’s discount setup, with 
an entire section devoted to the 
daytime “package price” schedule. 


Kallis Joins Universal 

Maurice Kallis, for the past 
year head of Kallis Art Service, 
New York, has been named art 
director of Universal Studios’ ad- 
vertising department. 


Wilgus, Kuhne Join JWT 


William R. Wilgus, former free 
lance producer, has joined the 
radio department of J. Walter 
Thompson Company, New York. 
Gene Kuhne, formerly with Bat- 
ten, Barton, Durstine & Osborn, 
has also joined J. Walter Thomp- 
son as a radio writer. 


Names McCann-Erickson 


The Buenos Aires office of Mc- 
Cann-Erickson has been appointed 
to handle Argentine advertising of 
Narciso Munoz Soc. de Resp. Ltda., 
Buenos Aires textile concern spe- 
cializing in manufacture of men’s, 
women’s and children’s stockings. 


GIBBONS 


ADVERTISING 


TORONTO MONTREAL WINNIPEG 


KNOWS 
J. J, GIBBONS LTD. 


SAY STREET. - TORONTO 


REG'NA CALGARY EDMONTON VANCOUVER 


CANADA 


MERCHANDISING 


Advertisers who demand results, 
have been responsible for W-I-T-H’'s 
success in Baltimore. Local mer-__. 
chants, drug merchandisers, food 
advertisers ... these are some who 
know that it is the “cost-per-listener”’ 

that counts ... they prove W-l-T-H 
does a great job in Baltimore. 


W-1|-T-H 


BALTIMORE 


TOM TINSLEY, President 
Represented Nationally by HEADLEY-REED 
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[Who'd IMAGINE such things?” 


A shortage—yet carloads of potatoes rot on a siding! ... Home owners 
staggered by urban tax load! . . . Gasoline black market thieves! . . . Well, 
‘ they manage things better in small communities. People have a keener sense 
of responsibility where they’re not lost in the shuffle. Family life goes on in 
the old tradition. Children grow up hearing lively discussions of events, 
ideas and trends that bear closely on the world they’ll live in. 


PATHFINDER, America’s oldest news weekly, is edited expressly for that 
one huge part of the population—the sixty per cent who live in towns andi 
small cities and spend their money on Main Street where more than half oui 
retail stores are located. For almost fifty years, they’ve looked to PATH 
FINDER for news reports and analyses worthy of consideration and judg4 
ment. Today it has an intensely faithful readership among over 400,00€ 
subscribers. 


Now that PATHFINDER’S operating control has been acquired by 
FARM JOURNAL, it has been modernized in looks and content. With oldiil 
printing equipment scrapped, the fastest magazine presses give PATH: 
FINDER a new timeliness—four hours from report to mailbag. Foremost 
national advertisers have quickly recognized the possibilities of this unique 
weekly in the least satisfactorily covered advertising field in America. 


With its present low advertising rate of $800 per page, PATHFINDER ig 
a splendid advertising investment. It is the one periodical read one hundred 
per cent in the richest potential, but least effectively covered market ir = 
the country. | 


PATHFINDER 


News Weekly from the Nation’s Capital 
PATHFINDER BLDG, WASHINGTON, D.C, 


4) 


. 


ADVERTISING OFFICES: 


Philadelphia. . . . . . 230 West Washington Square 
Washington, D. C. . Pathfinder Bldg., 2414 Douglas St. 
New York ... . . . Room 2013, Graybar Building = 2 
Chicago... . . Room 2101, 180 N. Michigan Ave.  -. 


Detroit . . . . Room 5-267, General Motors Building CRABAM FAS Fave, Fyeniaher Py 
Seattle . . . . . W. F. Coleman, 1037 Henry Building 


San Francisco . . W. F. Coleman, 300 Montgomery St. 
Los Angeles . . . . W. F. Coleman, 530 W. Sixth St. 
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Predicts Big 
Postwar Business 
in Graphic Arts 


Washington, D. C., Jan. 5.— 
Postwar business totaling $4,516,- 
000,000, nearly $2,000,000,000 above 
1939, is possible for the graphic 
arts industries if the nation 
achieves consumer expenditures 
for goods and services of $165,- 
000,000,000, Kenneth R. Davis 
of the Department of Commerce 
wrote in the January issue of Do- 
mestic Commerce. 

Enlarging on the general study 
of “Markets After the War,” con- 
ducted by the Bureau of Foreign 
and Domestic Commerce, Mr. 
Davis saw no reason why news- 
papers could not have an income 
56% above 1939, and periodicals, 


73% above the 1939 figure. 

Estimated income for the graphic 
arts industries, like other groups 
in the “Markets After the War” 
study, is based on projections of 
past relationships of the industry 
with the dollar value of the gross 
national product over the 11-year 
period, 1929-39. 


Big Increase Expected 


Pointing out that newspaper 
revenues for 1943 were well in ex- 
cess of $1,000,000,000, Mr. Davis 
said there is no reason to doubt 
that they will reach $1,423,000,000 
by 1946, the hypothetical postwar 
year. Admitting that the compefi- 
tive situation with radio and other 
media is far from clear, he never- 
theless expects a 33% increase in 
circulation revenue, and additional 
advertising income from higher 
rates. 

In the magazine field, the 1946 


figure would be $810,000,000, com- 
pared with $469,000,000 in 1939. 
Circulation would supply an in- 
creased 40% in income, while im- 
proved production methods and 
lower cost will make the position 
of periodicals stronger than ever. 

The projection also shows com- 
mercial printing up to $1,036,000,- 
000 in 1946, compared with $534,- 
000,000 in 1939; lithography up 
88% to $289,000,000 in 1946; book 
publishing up 87% and greeting 
cards 60%. 

All this is possible, Mr. Davis 
said, “if all of us work harder than 
we ever worked before.” Because 
of its tie-in with advertising, the 
printing and publishing industry 
has a dual responsibility to cru- 
sade for full employment, he de- 
clared. “Granting that human 
wants are inexhaustible, there is 
also inertia to change,” he con- 
cluded. 


Pearson Joins Hickerson 


Edward H. Pearson has joined 
J. M. Hickerson, Inc., New York, 
as vice-president and director of 
creative work. For 12 years he 
was with the Chicago and New 
York offices of Lord & Thomas. 


WGALU Joins CBS 


Station WGAU, Athens, Ga., will 
begin operating as a CBS affiliate 
about Feb. 15, bringing to 139 the 
number of CBS stations, of which 
134 are in the United States. 


Herzog Rejoins Revlon 


Lester Herzog, honorably dis- 
charged after 15 months of service 
in the armed forces, has rejoined 
Revlon Products Corporation, New 
York, as assistant sales manager of 
the beauty salon division. 


MR, GREEN is an altogether too- 


infrequent contributor to Cosmopolitan. 


As the editor of Variety, what he says 
about Cosmopolitan and its editor, 


Frances Whiting, is what a lot of other 


experts are saying—only they put 
it differently. 


Why I Like to Write for Cosmopolitan 


by Abel Green 


HY do I like to write for Cos- 

mopolitan? It’s like asking why 
do I like to have my 1943 vintage of 
7-Up at Toots Shor’s, to bivouac at 
Billingsley’s Stork, or “go steady” 
with my charming wife. It’s because 
on me it looks good, 

Cosmo is b.o. That’s not a trailer 
for a certain soap; it spells box 
office. When you're in Cosmo it’s 
like a next-to-closing spot at the 
old Palace; or being under Gilbert 
Miller’s management; or having a 
Metro-Goldwyn-Mayer contract; or 
a radio sponsor. It’s big league; it’s 
boffo. 

For a “Variety” mugg like me, of 
course, it’s a convincer that what 
he puts on paper isn’t altogether 
Braille to the non-show biz bunch. 
In other words, some 2,000,000-plus 
circulation, whose orbit isn’t cir- 
cumscribed by Hollywood & Vine, 
the Loop or Times Square, must 
find something interesting in what 
you put on paper, 


And if you make the slicks, that’s 
a pretty good Crossley for us work- 
aday newspapermen who are con- 
tent with ordinary newsprint stock 
to immortalize (?) their Remington 
double-talk. 

“Variety,” by the nature of its job 
as the so-called Bible of the Show 
Business, looks upon anything as 
socko showmanship, or corny show- 
manship. Whether it’s the bistro 
barkeep who knows how to con his 
customers, or a merchant prince 
who knows how to merchandize his 
wares, no matter how you slice it— 
that’s showmanship. 

That’s what I mean about Cos- 
mopolitan and the slick job a cer- 
tain hep editor—whose initials are 
Frances Whiting—is doing. She has 
made Cosmo boffo b.o. If you give 
‘em good value they come to your 
shop, whether it’s Macy’s or “Okla- 
homa” or “Gone with the Wind,” or 
660 on your dial of a Sunday night 
at 7; or a certain monthly mag 


which retails for 35¢. For me, Cosmo 
is almost a banknite buy at 35¢— 
and what my fave monthly mag 
dishes up is worth more than a 
double-feature, plus a set of dishes 
—with steaks on them yet! 


P. S.—Speaking of box office} Cosmo 
pays off its authors in swag worthy 
of a defense worker. There's always 
something inspirational about a 
raise or a Cosmopolitan check. 


GREAT WRITING 
MAKES GREAT READING! 


Advertising Age, January 10, 1944 


Pedlar & Ryan 
Adds Lusk to 


Agency's Name 


New York, Jan. 4.—With the 
election of Robert E. Lusk as vice- 
president, Pedlar & Ryan has 


R. E. Lusk 


T. L. L. Ryan 


changed its name to Pedlar, Ryan 
& Lusk, Inc. Although Louis G. 
Pedlar has been out of the busi- 
ness for a number of years, the 
addition of Mr. Lusk’s name marks 
the first change in the title of the 
agency, which was founded in 
1925. 

Mr. Lusk was formerly vice- 
president in charge of merchandis- 
ing, advertising and new product 
development of Colgate - Palm - 
olive-Peet Company. He was ad- 
vertising manager of R. H. Macy 
& Co. from 1928 to 1933, then went 
to Benton & Bowles as vice-presi- 
dent, handling General Foods ac- 
counts until 1941, when he joined 
Colgate. 

Other officers, in addition to 
Thomas L. L. Ryan, president of 
the agency, and Mr. Lusk, are: 
Francis J. Doherty, Lawrence L. 
Shenfield, Donald K. Clifford, 
Joseph P. Hardie and Arthur E. 
McElfresh, vice-presidents, and 
Arthur Cobb Jr., treasurer. 


Bureau's New Booklet 
Displays War Copy 


The important contribution of 
advertising to the war effort is 
again emphasized in a new collec- 
tion of recent significant wartime 
advertisements just issued by the 
Bureau of Advertising, ANPA. 
The collection, titled “Advertising 
Goes to War, Supplement No. 7”, 
contains approximately 50 adver- 
tisements selected from newspa- 
pers of the country. 

In the preface to the booklet, 
the Bureau points to government 
demands for more advertising sup- 
port of its war program as an indi- 
cation of advertising’s meritorious 
service in the two years of war. 


KOME Names McGillvra 


Station KOME, Tulsa, has ap- 
pointed Joseph Hershey McGillvra, 
Inc., radio station representative, 
as its national representative. 
KOME is a member of both the 
Blue and Mutual networks. 


Cunningham to Detroit 


Jack Cunningham, a member of 
Newsweek’s New York advertising 


‘staff, has been assigned to the De- 


troit office to assist Robert Stewart, 
manager. 


SELLING NEW HAVEN'S 
WAR WORKERS 


The Journal-Courier goes into war 
plants by the thousands daily — 
each copy read by many, and 
passed on from shift to shift — 
each copy working 24 hours daily 
to bring you coverage of today's 
best-spending customers 

100,000 readers daily! 


* * THE * x 
JOURNAL-COURIER 
NEW HAVEN, CONN: 
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Eustace Never Winked at Girls 


Winxinc at young ladies may not be quite proper. 


But when girls are so pretty and young men so susceptible, 
who can say that it’s wrong to unbend...just a little? 


Well, Eustace, for one. Eustace thought winking was undig- 
nified...even a flicker. And so young Eustace won ‘Good Con- 
duct” medals while his boy friends won the girls. 


Let it be said that Eustace progressed nicely from a dignified 
young man to a dignified middle-aged bachelor. But in business, 
as well as his personal life, Eustace missed many an opportunity. 
His eyes were so focused on dignity that he was blind to the force 
of human vitality. 


Today, in a world of action, it’s surprising that there are some 
business men who look at the products they manufacture, with 
thoughts like Eustace’s. For instance, their search for imagined 
dignity leads them even to pass up a vital advertising medium 
like Puck-The Comic Weekly. 


The force and power behind the public’s love for ‘Tillie The 
Toiler’, “Blondie and Dagwood”’, the irrepressible “Skippy”, Walt 
Disney’s “Donald Duck”, Ripley’s “Believe It or Not!”, Soglow’s 
“The Little King”, and many others, is the best answer to the 
importance of the week to week doings of these characters in the 


lives of millions of people. There you have the reason why Puck- 


nly 
a 


The Comic Weekly is the most thoroughly-read publication of its 
kind in America. 


When choosing a medium to carry your advertising message— 
whether institutional or sales promotional—keep these facts in 
mind: 


1.. More people (men and women as well as children) read “the 
comics” than any other one form of entertainment feature. 


2 . .Visibility and readership are unusually high because Puck-The 
Comic Weekly accepts only a limited number of advertisements 
per issue. Advertising space in Puck is a valuable franchise. 


3..Puck produces results. The Hormel Company, packers of 
meat and meat products, started advertising in Puck-The Comic 
Weekly in 1939. Since then they have increased their schedule, 
until now in 1944 they will use more advertising in Puck-The 
Comic Weekly than in any other previous year. 


Everything points to ‘‘the comics” as an advertising medium 
to cover a broad market, reaching adults as well as growing chil- 
dren. That is why sales minded executives now carefully consider 
Puck’s analysis of “Your Customers of Tomorrow.” It is a sound 
presentation of tested sales information. Would you like to hear 
it? Write to Puck-The Comic Weekly, 959 Eighth Avenue, New 
York—Hearst Building, Chicago. 
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Advertisers Grab 
Space in Phantom 
Publication 


New York, Jan. 5.—They have 
been saying that in these days ad- 
vertising solicitors don’t have to go 
farther than their telephone to fill 
their space quotas, but it remained 
for a New York group to show 
that you can sell $250,000 worth of 
advertising by ‘phone without even 
a publication to put it in. 

This was revealed this week 
when New York police swooped 
down on two “boiler rooms” in 
Manhattan where smooth-tongued 
salesmen equipped with a battery 
of telephones (cost, $1,000 per 
month) had been successfully sell- 
ing space at $650 a page in an 
ethereal, bogus, non-existent pub- 
lication provocatively named “The 
United Labor Front.” Customers 
who were so picayune as to want 
to see what they were buying were 
shown a beautiful dummy with an 
elaborate masthead embellished 


publication. Officials of these 
groups denied any knowledge of 
the proposed publication. 

The end of the lucrative swindle 
was climaxed yesterday when 18 
people were arrested when police 
raided the “boiler rooms,” with the 
result that eight of the principals 
were arraigned in felony court 
charged with conspiracy to commit 
grand larceny in soliciting adver- 
tising which was falsely repre- 
sented as being in connection with 
wartime campaigns in the name of 
various government agencies and 
labor unions. Bail was set at $6,000 
for principals and ranging down 
to $1,000 for lesser lights. 

Characterized by District Attor- 
ney Frank S. Hogan as “one of the 
most vicious rackets ever to come 
to my attention,” the scheme de- 
pended for its success upon an ap- 
peal to the patriotism of the vic- 
tims. 

Officials of the International 
Ladies Garment Workers Union 
first brought the scheme to the at- 
tention of authorities more than a 
month ago when they learned that 
its name was being used in con- 


portant associate was Charles 
Greenhaus, an ex-newsboy, who 
in past years was Once dubbed 
“the boy wizard of Wall Street.” 

Informed of this, the judge said: 
“T guess the notoriety went to his 
head.” 

Some of those who subscribed 
were Sun Shipbuilding & Drydock 
Company, Chester, Pa.; Waterman 
Steamship Company, New York; 
I, J. Fox, New York; Thomas Mol- 
loy & Co., liquor distributor, New 
York; Ocean Ship Scaling Com- 
pany, Brooklyn; and Muzak Tran- 
scriptions, New York. 

Magistrate Raphael P. Koenig 
set Jan. 18 as the date for a fur- 
ther hearing. 


Gale Joins Buchanan 

Jack Gale, formerly with Twen- 
tieth Century Fox Film Corpora- 
tion, has been named radio direc- 
tor for the Pacific Coast offices of 
Buchanan & Co. 


Buell to ‘Rotarian’ 
Walter R. Buell, formerly with 
Fisher Display Service and Win- 


with the initals of the AFL, CIO 
and the railroad brotherhoods. 
These, doubting Thomases were 


police, 
informed, were the sponsors of the 


nection with the swindle. 

“Master minds,” 
were A. Fishman, 
Loesberg and Sol. Rubin. 


dow Advertising, Inc., has been 
named midwest advertising repre- 
sentative of the Rotarian and Re- 
vista Rotaria, Chicago. 


according to 
Bert 
An im- 


These paper 


Flying over occupied territory, an American 
flier presses the release catch on a special box, 
and out tumbles a barrage of printed propa- 
ganda. 


Four-page miniature newspapers, 16-page 
booklets, single-page leaflets, tiny posters— 
thousands of these paper “incendiaries” 
kindle the hopes and fire the courage of en- 
slaved peoples. They'll pass from hand to 
hand, endlessly. They'll never stop burning! 


The capture of Foggia airport on October 1 
was reported to the French three days later 
in this way—and what’s more, complete with 
colored maps! 


After the destruction of Mohne Dam, a single- 
page leaflet was rushed out within 24 hours. 


With radios silent and news channels closed, 
paper took over the job of supplying the 
European underground with encouraging 
facts and good news. 


In fact, as time goes on, paper takes over more 
and more war jobs, replaces strategic mate- 
rials, uncovers manufacturing short cuts. 


‘incendiaries ”’ 
never stop burning! 


Aviators’ vests and gas mask containers of 
paper, gas-resistant litter covers, jettison tanks 
and hand grenade holders of paper—there 
seems to be no end to the jobs that wood 
pulp can do, and do well. 


Making a thousand miles of paper a day, as 
we do, we are in close touch with all these 
developments in the paper and pulp field. 
From what we have observed, we are certain 
that when peace is ours, Oxford papers will 


play many parts in all phases of peacetime 
industry. 


OXFORD PAPER COMPANY 


EXECUTIVE OFFICES: 230 Park Ave., New York 17, N. Y. 
WESTERN SALES OFFICE: 35 E. Wacker Dr., Chicago 1, Ill. 


MILLS AT: Rumford, Maine; West Carrollton, Ohio 
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Continental “44 
Ad Schedule Set 


Ponca City, Okla., Jan. 7.—Con- 
tinental Oil Company has geared 
its 1944 advertising program in 
behalf of Conoco Nth motor oil to 
be released in four stages—winter, 
spring, summer and fall — with 
opening insertions appearing next 
week. 

Backbone of the campaign will 
be 1,400 newspapers, with inser- 
tions appearing at regular inter- 
vals. Buttressing the newspaper 
drive will be page units in The 
Saturday Evening Post supple- 
mented by insertions in 15 farm 
papers. Outdoor posters and spot 
radio also will be used. 

The drive will be the first placed 
for Continental by Geyer, Cornell 
& Newell, New York, which ac- 
quired the account via the recent 
acquisition of the New York office 
of Tracey -Locke- Dawson (AA, 
Jan. 3). 


Named Art Director 


Thomas T. Morton has been 
appointed an art director of Noyes 
& Sproul, New York, agency spe- 
cialiving in ethical medical adver- 
tising. He was formerly with J. 
Walter Thompson Company. 


Mido Appoints Agency 

Mido Watch Company of Amer- 
ica, Inc., has appointed St. Georges 
& Keyes, New York, as its agency. 
Newspapers, magazines and busi- 
ness papers will be used. 


Export Agency Appointed 

International Cellucotton Prod- 
ucts Company, Chicago, maker of 
Kotex and Kleenex, has released 
substantial newspaper and radio 
contracts in a number of Latin 
American countries through Ex- 
port Advertising Agency, New 
York. 
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Druggists Start 
Drive to Minimize 


Labor Turnover 


New York, Jan. 4.—The Na- 
tional Wholesale Druggists’ Asso- 
ciation has adopted as a 1944 
project an attack against labor 
turnover in wholesale drug houses, 
described as “almost criminally 
excessive.” 

A series of four plant posters, to 
be displayed each month in whole- 
sale houses beginning this month, 
keynotes the program which car- 
ries through to employes the cur- 
rent NWDA campaign to develop 
public, trade and government ap- 
preciation of “the important func- 
tion of the wholesaler in the drug 
field,” as outlined by L. I. Fitschen, 
association president. 

Each of the posters displays the 
campaign theme, “Your Drug Job 
is Vital to Victory.” The campaign 
is being self-financed by associa- 
tion members. 

“Our principal objective in this 
program is to build an increased 
and strong employe morale in our 
wholesale drug houses,” Dr. E. L. 
Newcomb, executive vice-presi- 
dent, asserted. “It has been our 
feeling all along that a great deal 
of our manpower problems, as 
well as those of other industries, is 
due to lack of employe morale.” 

Ivey & Ellington prepared the 
plant poster series. 


Roper Joins McGivena 


Howard W. Roper, publicity 
director and advertising promo- 
tion manager, New York Daily 
News, has resigned to join L. E. 
McGivena & Co., New York, as 
an executive and copywriter. He 
is succeeded by George Morris, 
his assistant, who has been with 
the Chicago Tribune-New York 
News organization since 1910. 
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A Shreveport Simes Station 
SHREVEPORT, LOUISIANA 


REPRESENTED BY THE BRANHAM CO. 


COVERAGE 
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‘‘Reaching for the moon”’ 


In 1931, when our present organization was only a dream, we were talking over 


our plans with an exceedingly practical minded friend. We told him our plans 
for super-equipment, super-craftsmen, super-duper-service ... a plant that 
would gain world renown for its excellence. Our practical minded friend looked 
at us over his glasses and said, ‘‘You are reaching for the moon, my dear 
young friends.’’ He dampened our enthusiasm momentarily for we knew 
that human nature and perfection do not always walk hand in hand. 
Nevertheless we kept our pledge to ourselves and our clients and are trying 
with all our ability to ‘‘reach the moon.’’ We know that we will never be 


quite able to reach it but we are determined that no other engraver will 


get any closer to it than us. 


. Collins, Miller & Hutchings, Inc., Photo-Engravers 


207 North Michigan Avenue, Chicago 
Franklin 5854 


iy ee ees ugiee - oS a a Ee - Toi oe "tee ae rae i ee eo bs re a 3 ee 
Sipe eee " ‘ = Sas. oe é oe >, - nie caer bm oe ao 3) eee F ieee 4 Oe ahepeee ; ee ee ie aE ¥ Fee 
iat re Vee a — == a ae i 7 eee a 
: P i . * . : a * io ee; ; ee 
uate oh ort Poi ie 
a en 
; : ' oR aac ie 
igen nS ' eee pfenraien acai 
fee ar ve i RES 
Sega ’ " ee ee 
(Seed ae eee 
te AM rs ee ay 
ie : Rigas ih opens a 
ie eee SBS ee 
caren Wines se Bee : 
a ; mt 
7 ; ern ue 
- ae 
a ¥ .~ 
: iia ‘ ee 
coe Bie a: sip. 
i 7 oN 7 ta 
: ie aa ‘ ae: 
te Ee F ‘J ae 
a geal ; a 
a a oe 
“il s 5 a 
an E fo ee 
3 4 ie ee oe ae 
oe i we ve - mS 
a ‘ ' of Ps Aen 
: Fat tala vs eee j 
; : ‘ ee | . ae ee re . 
a e te ae eo ra 
pe 
ic a ay 
eet a a ee 
— ‘ ae 
CER f ee 5 Be 
ee eR : 7 
ci, 4 
ae : aad phe 
ie " | 
pis: - i ‘ am 7 
i : — " aca . “2 oo Bi 
oon faa 72 ; 
Re ical 
- = a ne 
an ; ae 
a Creed 
} i ‘ +" caer - 
| re 7 Bh gh rey 
irene : —_—  « ; 
een ' ee op 
—s ve ees 
| ae ee diiiesins 
. ~ —"y 
¥ : 
‘ 
, 
os P en 
Be * eo ee 
" r ee ak 
‘ e "PE ai 
ae im sas hihi: 
t aoe oe 
-" a aie 
j : wou jae 
¥ i ’ 
_ i eo A 
= a 1 ail i 
a 
* < eae 
0 ; a # 
ee 
: Te on 
~ ppt, hens an 
o nae 
= = 
ae 
ba Soi ae 
a 
Se a 
rr ee 
oo 
© j ; 4 
a i 
i 5 ‘ane vel aaa 
; aay ee 
| ibe , ee -_ 
ee. ane ae 
wre vig “3 a _ 
Bene 3 
‘ - i ont a oe = 
ae. 
ee 
a Bas, 
Seti By ie) 
: 3 = 
ae a 
le aie = 
o as a 
ae oa 
f ~ ee — 
t, rare <a 
oo ii is 
. A, ceca ai 
sl : a oi 
be co Con 2 
aN . i ls 
me ' 
; ¢ 
a a 
=, ' 
J nr ae 
Fads is 
—s : = . 
— a ; 
— ge ia. 
' one ties 
a Bid 5 
' 
_ ’ 
-_ ' ‘ 
<— ; 
-= 4 ’ 
- ‘ : 
ol ; fe ‘ 
s. = a Yen 
. oe ee 
s 
,. 
: , 
fey, Prey Se oe 
; : , ill : 4% wc % eae ; c é % ; is, we we Vel Mane 4 ; i Bye, GS ee. * j 
1 es : ae does ie , = he % gals . = . 5K ra . a wy i ae & : 
z f . ee, ys “ ~ “ aie be : > a Wy 
Py ais ae ae Pree Gere eH ik Me vy r ‘ "4 Se Ae i oh ' ae iL” * . a a 
. * aloes * 5 Te : ey : t ; - 
Poa ; aps wu : S us : Bh aS va 2 yy 


— 


Treasury Manual 
Outlines 4th War 
Loan Drive Plans 


Washington, D. C., Jan. 4.—A 
56-page campaign manual went 
out to state, county and local war 
savings committee publicity men 
last week as the Treasury organ- 
ized itg field services to support a 
tremendous publicity and adver- 
tising campaign for the 4th War 
Loan drive, scheduled to run from 
Jan. 18 until Feb. 15. 

The Treasury staff was advised 
of steps taken by Washington of- 
ficials and the War Advertising 
Council to prepare advertising ma- 
terial for all media on a national 
and local scale. War savings com- 
mittees in each community were 
urged to cooperate with newspa- 
pers and radio stations in using 
this material, much of which will 
be available for local sponsorship. 


Treasury officials admitted that 
sales resistance to war bond ad- 
vertising has accumulated as a re- 
sult of previous drives, and that 
advertising will face an additional 
handicap in January as a result of 
new paper conservation orders. 
Only by fast, intelligent teamwork 
of every community, state and na- 
tional leader can the advertising 
campaign achieve the volume, 
quality and distribution of the 3rd 
War Loan, the manual warned. 


Sacrifice Is ‘Theme 


Local committees were urged to 
prepare continuous publicity cam- 
paigns based on the theme of sac- 
rifice, and designed to run through- 
out the entire drive. Numerous 
publicity devices, as well as ad- 
vertising, were offered for consid- 
eration of the committees. 

Committees were advised to use 
their own initiative in publicizing 
local heroes, mothers of service- 
men, and putting over the govern- 
ment’s vital need for money. They 
were reminded that newspapers 
would receive cartoons, fillers, spe- 
cial features and other material. 

The Treasury is also planning 
to send special material to 2,800 


company publications with an esti- 
mated circulation of 16,000,000. 
Another clip sheet, directed at 
workers, will go to 582 labor union 
and trade council papers, and a 
special serviceman’s drive will be 
conducted through 1,600 service- 
men’s papers from Yank and Stars 
and Stripes down to the smallest 
camp newspaper. 


“Radio Days” Planned 


Radio networks have agreed on 
four “Radio Days” with each ma- 
jor network devoting an entire 24 
hours of broadcasting to war 
bonds. Mutual will give Jan. 18, 
opening day of the drive, while 
NBC will give Jan. 22, CBS Feb. 1 
and Blue Feb. 13. 

The committees were urged to 
make particular use of local radio 
stations. To aid the voluntary 
efforts of the radio industry, the 
Treasury Department has_ two 
series of transcriptions prepared 
for local sponsorship, one a 15- 
minute program and the other five 
minutes. 

More advertising than ever will 
be available for the 4th War Loan 
drive, with 20 full pages and 


adaptations available on request 


for newspapers. Of the 20 news- 
paper ads, 16 will be on general 
subjects, while four will be di- 
rected at the farm market. Two 
of the general newspaper displays 
will be aimed at industrial plants. 
Business magazines will carry 
messages designed to bolster the 
extra drive among leaders in the 
regular payroll savings groups. 
Other mats and plates have been 
prepared and distributed to gen- 
eral magazines and farm maga- 
zines. Three 24-sheet posters will 
be ready for local sponsors, and 
another poster will be contributed 
on 20,000 to 30,000 panels by the 
outdoor advertising industry. 


‘Post-Dispatch’ Has 
New Dimensions 


The St. Louis Post-Dispatch has 
announced new mechanical speci- 
fications, effective Jan. 9, which 
will save 1.5% on the width of a 
roll of newsprint. 

While the column remains at 2 
inches, the width of a full page 
has been cut from 16% to 16 1/32 
inches. The depth of the page has 
been enlarged from 280 to 284 


agate lines. 


PREVENT 
INFLATION 


CHICAGO 


Use it up, 
wear it out, 
make it do, 
or do with- 
out. 


TLANTIC CABLE BROKE 


After only the first 300 


miles had been laid, 
the Atlantic cable 
broke. The accident cost 
half-a-million dollars. 
Again Cyrus W. Field 
attempted the task -—— 
and again 
broke! But Field DID 
NOT GIVE UP. Finally 
he succeeded in laying 


the cable 


his cable beneath the 
ocean in 1858—and 


Queen Victoria and 
President Buchanan ex- 
changed greetings! 


don't give up! 


Right now your trade-mark may be in everyone's mind . . . on everyone's 
lips. It's easy to fall into the error of feeling that this will always be so 


- .. even if you stop advertising for the duration because materials 


are scarce. 


up your contacts! 


But the public is fickle . . . forgetful. Tomorrow the trade-mark you spent 
a fortune to build . . . may be forgotten . . . a thing of the past. So keep 


Even though you have nothing to sell, it will pay you to keep your 


customers of tomorrow in good humor today . . . constantly reminded 


of your brand . . . through cheery, effective, point-of-purchase displays. 


e DETROIT 


ARVEY CORPORATION 


SERVING AMERICA’S ADVERTISERS SINCE 1905 
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N. Y. Ad Agency 
Offers Low-Rate 
Campaign Plan 


New York, Jan. 4.—An oppor. 
tunity to reach 25,000,000 familie; 
regularly with a delivered sales 
message “at the phenomenally low 
rate of one-tenth of a cent per 
home” was called to the attention 
of national advertisers via 450- 
line advertisements in the Ney 
York Herald Tribune and Times 
by Marschalk & Pratt, New York 
advertising agency. 

According to Harry C. Mar. 
schalk, senior partner in the 
agency, the exact nature of the 
“opportunity” can only be divulged 
to genuinely interested advertisers 
since the campaign idea, which 
provides the remarkably low cost 
per message rate, is the result of 
the agency’s special studies in na- 
tional media. 

The advertisement, which is 
headed “Available to National Ad- 
vertisers Now!” offers the plan on 
an annual basis only, and calls for 
an annual expenditure of $350,000 
to $600,000 for a major, country- 
wide campaign. The agency ex- 
pects that no more than 100 adver- 
tisers in eastern states as far west 
as Ohio can be regarded as pros- 
pects for its plan, considering the 
expenditure involved. 

Declaring that subjects for good 


an agency must fall back on refer- 
ences to what it has done for its 
clients, or what its advertising 
philosophy happens to be, 
Marschalk said his agency has 
been fortunate in discovering a 
new method of using an existing 
major medium, a method which 
can be of immediate help to ad- 
vertisers whose need for reaching 
their national market is greatest 
at the time when paper shortages 
and other wartime troubles have 
curtailed their operations. 

“This seems to us to provide an 
ideal subject for agency advertis- 
ing,” Mr. Marschalk said. 


Dairymen Allot Fund 
for Postwar Promotion 


The Iowa dairy industry com- 
mission has set aside 24% of its 
1944 budget as a postwar reserve 
fund for the promotion and adver- 
tising of Iowa dairy products. 
Approximately $27,000 of the 
$113,000 collected this year has 
been pledged by the commission to 
“recapture possible lost markets,” 
and to the development of new 
dairy produce markets after the 
war. 

The receipts of the commission 
this year were the highest in the 
four years the special dairy pro- 
motion tax has been in operation. 
The tax of one cent a pound on all 
butterfat sold during the first 15 
days of June has been used exclu- 
sively for the promotion and ad- 
vertising of dairy products. 


Hackathorn Made V.P. 


K. K. Hackathorn of WHK- 
WCLE has been named a vice- 
president of United Broadcasting 
Company as director of Cleveland 
sales. Formerly classified adver- 
tising manager of the Cleveland 
Plain Dealer, Mr. Hackathorn has 


been with United since 1938. 
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Sears Mails Out 


Midwinter Flyer; 
Ward Omits Book 


Both Houses Expect 
to Release Regular 
Catalogs Soon 


Chicago, Jan. 6—Sears, Roe- 
puck & Co. and Montgomery Ward 
& Co. divided this week over the 
merits of a midwinter sales cata- 
log, while readying their larger 
spring and summer books for mail- 
ing to customers. 

Ward’s, which sent out a 120- 
page midwinter flyer at this time 
last year, passed up the opportu- 
nity entirely this year. Sears has 
just mailed out a 90-page flyer, 
half the size of the 1943 midwinter 
book, with prices reduced an aver- 
age 10% on many lines of soft 
goods. 

Front cover of the Sears book, 
which notes that availability of 
items cannot be guaranteed after 
features “run-resistant 


at 33 cents a pair. Seasonal wear- 
ing apparel also gets attention. 


New Super-Kap Bargain 


Sears’ own vitamin and mineral 
capsules, Super-Kaps, are offered 


per box of 200, compared with the 
regular price of $3.49. The vitamin 
product is currently benefiting 
from newspaper advertising in 
some cities where the mail order 
house operates retail stores. 

House furnishings, shoes (in- 
cluding a ration-free work shoe 
with canvas uppers and friction 
rubber soles and heels), and a 
small selection of hardware and 
tools also are featured in the sale 
book. 

Cosmetics, toilet goods and drugs 
also are offered at bargain prices, 
including a one-cent sale of the 
Sears Approved brand of drugs 
and sundries. 

Distribution of the midwinter 
flyer is about the same as last 
year, Sears officials said. 


Speeds Up Mailing 


Aldens Chicago Mail Order 
Company this week completed dis- 
tribution of its 55th annual mid- 
winter sale book, speeding up 
mailing because of what it termed 
the “premature falling off of holi- 
day business.” Usual soft line de- 
partments are represented—white 
goods, domestics, home furnishings 


and apparel items—as well as both 
rationed and non-rationed shoes. 

Little or no clearance merchan- 
dise is included, according to the 
company, and prices in many cases 
are cut as much as 25% on staple 
lines relisted from the previous 
fall catalog. The book is slightly 
larger than the 1943 edition, but 
lighter paper reduced the total 
poundage used for the publication. 


Spring Catalogs Out Soon 


Conservation of goods is con- 
tinued as a catalog theme, with 


Aldens Chicago continuing its 
monthly payment offer and urging 
customers to buy better quality 
merchandise that will wear longer. 
Both Sears and Ward expect to 
start mailing the usual spring and 
summer books shortly. Ward’s 
will total 816 pages this year, con- 
siderably under the 1,150 pages 
used for last spring’s book. 
Furniture offered will be con- 
siderably reduced, as well as dra- 
peries, curtains, etc. Twelve pages 
are devoted to the Hallmark line 
of furniture, whereas the company 


in peacetime would use upwards 
of 50 pages on these items alone. 

Several pages are devoted to 
aviation equipment for the civilian 
market, a department which Ward 
has been building consistently. 
The offerings include caps for avi- 
ators, windproof suits of leather 
and canvas, books and folders, 
goggles, equipment such as spark 
plugs, light bulbs and batteries, 
Sherwin-Williams finishing prod- 
ucts for planes, oil filters and air- 
plane fabrics and patching. Al- 
though rationing holds down the 


field, Ward is meeting a good de- 
mand for this lise and looks for- 
ward to a growing market after 
the war. The new catalog lists 
such rationed products as wind- 
shields, tail shields and parts and 
propellers for such planes as the 
Piper Cub, Aeronca trainer, Por- 
terfield, Luscomb, Taylorcraft, 
Stinson, Rearwin, Fairchild and 
Meyers. 

The pages devoted to fashion 
lines have been expanded, and in- 
clude many nationally advertised 
makes and styles. 


of Government lands. 


city along with them? 


chiiestage *, 3 kek “ae age 


T WAS THE SPRING of 1848, and every 
homesteader in the Territory of Iowa 
was living there on borrowed time. 

Their farms and all their buildings were 
held only by the right of claim—were liable 
to be sold to the highest bidder at any 
moment—for this was the law for disposal 


HO ARE DES MOINES’ most impor- 
tant citizens in this first month of 
1944? Who are the men with the vitality, 
judgment, and influence to carry a whole 


For an answer from local people who 
know Des Moines, TIME turned to the 
N. A. Winter Advertising Agency, asked 
them to draw up a list of about 500 of 
the most important and influential peo- 
ple in that city. N. A. Winter named 510, 
and then, on their own letterhead, asked 
these first citizens two questions: 


Me yoo 


Tempers flared and 


Land sharks swarmed into the Territory, 
ready to outbid the settlers for their own 
homes—fields wrested from the wilder- 
ness— buildings built with their own hands. 


armed bands of settlers and speculators. 
And then a few far-sighted, level-headed 
lowans—natural leaders like W. H. 


sparks flew between 


What handful of men 


read regularly ? 


magazines P 


of America! 


The way to reach top people everywhere 


< 


1. What magazines (all kinds) do you 
2. What are your 1 or 2 first-choice 


And the replies, coming in from more 
than 70% of the list, showed TIME is the 
favorite magazine of Des Moines’ most 
influential people—so much the favorite 
that they give TIME more than tcvice as 
many votes as the runner-up. 


It’s TIME in Des Moines and the rest 


Meacham, L. D. Winchester, J. B. Scott, 
Johr: Saylor, and Thomas Henderson—met 
at Fort Des Moines, rallied public opinion 
behind them—and won legal priority rights 
and ceiling prices for their own property and 
thatof their friends— thus changing thestatus 
of lowa’s first citizens from squatters to per- 
manent property owners. 


would lead Des Moines householders today? 


As the leaders of Des Moines vote, so 


vote civic leaders all over the country. 


For without exception similar surveys in 
other cities are showing similar results. 


And group after group of national lead- 


ers — corporation officers, members of 
Congress, college presidents, men and 
women listed in Who’s Who (and 31 
other groups) vote TIME America’s most 
important magazine. 


By their own say-so, the way to reach 
these top people everywhere is through 


the pages of TIME. 
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Newspaper Ads 
for War Effort 
Top 16 Million 


New York, Jan. 4.—The mag- 
nitude of the contributions of 
newspapers and their national and 
local advertisers to the war effort 
was revealed for the first time 
when the ANPA Bureau of Adver- 
tising arfnounced that for the three 
months—August through October, 
1943—newspaper advertising lin- 
age supporting the war totaled 
$16,656,528. The national compila- 
tion was made by the Advertising 
Checking Bureau for the Bureau 
of Advertising as a part of a new 
statistical undertaking launched 
Aug. 1. 

Thirty-six different war proj- 
ects, including miscellaneous and 
multiple projects, were supported 
by newspaper advertising during 
the three months, ranging from 
war bonds to stocking salvage. 

Biggest of all projects was war 


bond advertising, which came to 
$8,156,925, or 49% of the grand 
total. Second largest project was 
“Don’t Telephone,” represented by 
$1,474,974, or 8.9% of the total. 
The National War Fund came 
third, backed by $1,092,159 worth 
of newspaper ads, or 6.6%. 

Of the $8,499,602 worth of war- 
project advertising exclusive of 
war bond promotion, paid adver- 
tising totaled $8,351,652, advertis- 
ng donated by newspapers $147,- 
949. 

Of the $8,351,652 of paid ad- 
vertising exclusive of war bond 
ads, $4,100,016 was that of na- 
tional advertisers, $3,794,635 that 
of local advertisers. The remain- 
ing $457,000 was advertising paid 
for by the government itself. 

War bond advertising, the Ad- 
vertising Checking Bureau ex- 
plains, is not broken down as 
national or local, paid or donated, 
since the Treasury report from 
which the Checking Bureau took 
its data on war bond advertise- 
ments includes no such _ break- 
down. 

All of these figures, of course, 
the Bureau of Advertising says, 
represent newspaper support for 
the war effort through advertising 


columns alone. Support. given 
through news and editorial col- 
umns is, of course, impossible to 
evaluate fully or accurately in 
dollars. But an indication of its 
size and value is available in the 
Treasury’s estimate of the value of 
news and editorial space devoted 
to the 3rd War Loan in September. 
Admittedly, the figure was sym- 
bolic, since such support by news- 
papers could never be for sale. 
But the Treasury estimated the 
dollar value of this news and edi- 
torial support to be almost one and 
a half times as much as the total 
value of all newspaper advertising 
in support of the 3rd Loan. 


Werner Goes Up 


E. Lynn Werner, who has serv- 
iced and bought space on the Wil- 
son & Co. account since joining the 
United States Advertising Cor- 
poration, Chicago, in 1937, has 
been named director of all media 
except radio on all the agency’s 
accounts. Joseph J. Keene, for- 
merly of the Globe Engraving & 
Electrotype Corporation, Chicago, 
has joined the mechanical produc- 
tion department. 


GPI Promotes 
Sherman and Clayton 


Charles R. Sherman, formerly 
director of purchasing, General 
Printing Ink Corporation, has been 
appointed general manager of the 
general industrial finishes division. 

Frederick W. Clayton, an execu- 
tive of the industrial finishes divi- 
sion, has been named purchasing 
agent of the corporation. 


Heads Eisemann 


John A. Seubert, formerly vice- 
president of the Pennsylvania 
Rubber Company, Jeannette, Pa., 
has been named president of the 
Eisemann Corporation, Brooklyn, 
N. Y., maker of magnetos, fuel in- 
jection systems and electric assem- 
blies for aviation, automotive, ma- 
rine and industrial internal com- 
bustion engines. 


Yandell to S. A. 


Lunsford P. Yandell, a_ vice- 
president of the Blue Network, has 
resigned to manage the Tanning 
Products Export Corporation in 
Buenos Aires, which supplies tan- 
ning extracts to U. S. companies. 


FOR GOOD WILL TODAY...GOOD SALES TOMORROW 


Don't pay for 


message before 
or cosmetics! 


_ Go out and talk to your dealers. M 
are ruining our business.” To counteract the BAD will created by 
late deliveries, reduced size of orders, and other causes —act 
now to make sure you HAVE those dealers when 
business again after the war. FREE—Write us today for ABP’s 


52-page booklet — “How You 
Their Wartime Problems.” 


Make every 
shot a 


Bull’s-Eye! 


- Suppose—for exa 


people who buy luggage. LUGGAGE & LEATHER 

; GOODS —like all the publications shown below— 
is a Haire specialized Business Paper. It goes to luggage and 
leather goods buyers ONLY. It does NOT place your advertising 
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Hoyt Urges Admen 
Gird Public for 


Grim War News 


New York, Jan. 4.—Declaring 
it is important that the American 
people at all times have full in. 
formation about the war, both op 
the military and civil fronts, 
Palmer W. Hoyt, director of the 
OWI domestic branch, last week 
commended advertising men for 
their assistance in the war effort, 
and urged them to help prepare 
America for the shock it will ex- 
perience when maimed and dis- 
figured soldiers return after the 
war. 

Mr. Hoyt, who is publisher of 
the Portland Oregonian, and who 
will leave his OWI post shortly 
to return to publishing, spoke 
before the regular weekly luncheon 
meeting of the Advertising Men’s 
Post, 209, of the American Legion, 
and again before the weekly 
luncheon - session of the Sales 
Executives Club of New York. 

Speaking on how best to condi- 
tion the public for what lies ahead, 
Mr. Hoyt advocated more realism 
in reporting the day-to-day grim- 
ness of war, and cited the coverage 
of the battle of Tarawa as an ex- 
ample of the way the _ public 
should be served with late news 
from the battlefronts. 


Luft Prepares 
Export Campaign 


New York, Jan. 4.—George W. 
Luft Company, maker of Tangee 
beauty preparations, plans to use 
weekly black and white insertions 
and full-page color ads in more 
than 140 Lain American daily 
newspapers, weekly rotos and mag- 
azines as part of the largest export 
advertising campaign in its history. 

Half-hour and 15-minute live 
talent shows will be transmitted 
three times weekly over 38 leading 
radio stations. Outstanding talent 
such as Agustin Lara of Mexico 
and Adolfo Aviles of Argentina 
will be a feature of these pro- 
grams. 

All Latin American programs 
and advertisements will tie in 
closely with policies of the Coordi- 
nator of Inter-American Affairs. 
R. H. Otto, vice-president, Export 
Advertising Agency, handles the 
account. 


Names Fleischmann 


J. Dudley Fleischmann, formerly 
advertising and promotion mana- 
ger of Divine Brothers Company, 
Utica, N. Y., has been named pro- 
duction manager of the Strang & 
Prosser Advertising Agency, Se- 
attle. He succeeds Arthur G. Lo- 
max, who has been named vice- 
president and account executive of 
S&P. 


Marketers Name Robers 


Gene P. Robers, advertising 
manager of the Weatherhead Com- 
pany, Cleveland, O., has been 
elected vice-president of the In- 
dustrial Marketers of Cleveland. 
He succeeds Steve C. Brown, for- 
merly advertising manager of the 
Cleveland Tractor Company, who 
1 joined Deere & Co., Moline, 
Ill. 


Saylor to Baker 


Austin C. Saylor, formerly edi- 
tor and manager of “Income Prop- 
erties,” has joined the staff of 
Baker & Baker & Associates, 
Cleveland agency. 
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Holiday Waste 
Paver ‘Rescued’ 
by Battle Creek 


Battle Creek, Mich., Jan. 5.—A 
victory party will be held Friday 
for Army truck soldier-drivers and 
Boy Scout assistants who hauled 


Scrap of Paper 


‘That is exactly what the war lords of Germany thought 
when the peace treaty was signed at Versailles back in 
1918—and just as they literally crushed the treaty and 
threw it in the waste basket, so must we, now. save every 
scrap of paper, no matter how small, to help crush them. 


‘The urgent need for scrap paper is brought home to the 
people of Battle Creek by the fact that its industries are 
forced to curtail operations, forced to lay off men, forced 
to limit production of containers necessary to ship vital 
war materials to our fighting forces—all because of the 
lack of paper. We can and must prevent this! Even 
though it is “just a scrap of paper”—it mast not be 
destroyed. Save your paper for the city-wide pick-up 


The Kellogg Company 
* wocene or BE eee rescar cusses 


tons of badly-needed waste paper 
to market during a two-day city- 
wide salvage drive. 

Display space in the Battle 
Creek Enquirer and News, paid 
for by The Kellogg Company, Post 


| Products division of General Foods 
' Corporation, 


Michigan Carton 
Company and other sponsors, as 
well as editorial support by the 
newspaper, spurred the drive to 
collect at least 80 tons of paper 
throughout the city Dec. 28-29. 
Army trucks from Fort Custer 
were used in the porch-to-truck 
pickup after Boy Scouts canvassed 
the entire area urging household- 
ers to save every scrap of Christ- 
mas wrappings, newspapers and 
magazines, and cardboard and cor- 
rugated boxes. Schools changed 
their hours so children could de- 
vote afternoons to gathering scrap 
paper. 

Michigan Carton Company, a 
chief source of supply for cartons 
for Post and Kellogg, has been op- 
erating its boxboard mill on a cur- 
tailed schedule because of insuf- 
ficient supplies of scrap paper. The 
company warned that war con- 
tracts were endangered and that 
lay-offs could not be avoided un- 
less it gets a sufficient supply of 
waste paper. Post and Kellogg, 
explaining that they use millions 
of cartons and cases each year in 
packaging vital foods for soldiers 
and civilians, also warned that the 
lack of paper presented a direct 
challenge to Battle Creek people, 
many of whom are employed by 
the local industries. 

Kellogg launched its own waste 
paper drive last October, asking 
Kellogg families to save all types 
of scrap paper and send them to 
the plant once a week with the 
member of the family employed at 
Kellogg’s. The drive followed a 
one-day plant shutdown Oct. 24 
due to lack of paper. Hundreds of 
employes cooperated in the drive. 


START PAPER DRIVE 


Fort Wayne, Ind., Jan. 4.—The 
Goodwill Industries, Salvation 
Army and paper and printing 
Companies located in Fort Wayne 
are cooperating on an _ all-city 
drive for waste paper. 

Advertisements signed jointly 
by the sponsors explained the pro- 
gram to residents, telling them 
how to prepare paper for easy 
handling and dividing the city into 
four sections for truck pickups 
each Saturday. The Allen County 
Salvage Committee is supervising 
the drive, which was launched 


BROWNE 


CHICAGO + DEL 3800 


Dec. 18 with the first sectional 
pickup. Individual companies in- 
volved are supplying the trucks. 


Two Join Hamilton 


William H. Clark, formerly of 
the Shepherd Studios, Chicago, 
and the Felz Studios, Toledo, O., 
has joined the J. R. Hamilton 
Advertising Agency, Chicago, as 
assistant art director. R. A. Han- 
sen, formerly with the advertising 
department of the Celotex Cor- 
poration, Chicago, also has joined 
the agency. 


“ee 


Heads Chicago BBB 


Gordon Lang, president of 
Spaulding & Co. has been elected 
president of the Chicago Better 
Business Bureau, succeeding James 
A. Schoff, president of The Fair, 
who will leave Feb. 1 to become 
president of Bloomingdale’s, New 
York. Walter M. Heymann, vice- 
president of the First National 
Bank, was elected to succeed Mr. 
Lang as_ vice-president of the 
Bureau, and Philip P. Page, Chi- 
cago Journal of Commerce, was 
elected a director. 


PAA to Meet Jan. 28 


The Pacific Advertising Associa- 
tion’s board of directors will hold 
a mid-winter conference Jan. 28- 
29 at the Fairmont Hotel, San 
Francisco. 

Col. Alexander Heron, Califor- 
nia state director of the Recon- 
struction and Reemployment Com- 
mission, will speak on “The Part 
Advertising Can Play in Pacific 
Area Postwar Problem.” Possi- 
bilities of a wartime conference 
and its location next summer will 
also be discussed. 


Hook Promoted 


August B. Hook has been pro- 
moted to the new position of as- 
sistant general sales manager by 
Carstairs Division of Calvert Dis- 
tillers Corporation. Since 1938, he 
has been New Jersey state man- 
ager and eastern division manager. 


Henri, Hurst Names Smith 

H. Allen Smith has been ap- 
pointed publicity director of Henri, 
Hurst & McDonald, Chicago 
agency. 
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Lead,Tenaplate and Wax 
Molded Nickeltypes and 
Electros e Baked and 
Dry Mats @ Stereotypes © 
Plastic Plates @ Engraved 
and Molded Rubber 
PlateseLabel and In- 
struction Plates ® Box 
Brands, Dies and Stencils 


ELECTROTYPE COMPANY ¢ San Francisco 
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Vinson Sets Aside 
Earlier Ruling on 


Sales Commission 


Washington, D. C., Jan. 5.— 
Regulations governing the pay- 
ment of salesmen’s commissions 
were ordered modified by Director 
of Economic Stabilization Fred M. 
Vinson today so that any commis- 
sion may be paid in 1944 so long 
as the rate for the individual tran- 
saction is not increased or de- 
creased. 

Mr. Yinson’s action nullifies a 
ruling adopted by the stabilization 
unit of the Bureau of Internal 
Revenue on Sept. 4, 1943 which 
would have limited the total sum 
of all commission earnings to those 
of the previous year. 


Attacked by Business 


The Internal Revenue regulation 
had been widely attacked by busi- 
ness groups, and the portion of it 
applying to salesmen’s own sales 
was suspended. As a result of 
Mr. Vinson’s action, the entire 
regulation as it applies to com- 
pensation based on the percentage 


of sales by others, percentage of 
profits and like arrangements, will 
now -be set aside. 

In place of the separate regula- 
tion of the Bureau of Internal 
Revenue, Mr. Vinson ordered that 
all salesmen’s commissions shall 
be regulated by a rule now used 
by the National War Labor Board. 
The rule, previously applied only 
to commission salesmen earning 


less than $5,000 per year, requires 


no government approval for in- 


creases or decreases in total com- 
mission compensation long as the 
rate for each transaction is un- 


changed. 
Recommends WLB Rule 


After considering the appeals of 
business groups from the Internal 
Revenue ruling, Mr. Vinson recom- 
mended the War Labor Board rule 
instead, explaining that it “rests 
on sound considerations of admin- 
istrative necessity” and that it is 
not in conflict with the basic prin- 
ciples of the stabilization program. 
Approval of salesmen’s commis- 
sions by the Bureau of Internal 
Revenue will still be necessary 
where the rate of direct commis- 
sion, or other percentage com- 


pensations, is changed. 


Airplane Firms 
Plan fo Enter New 
Peacetime Fields 


Boston, Mass., Jan. 7.—In an ef- 
fort to stave off another depres- 
sion when the war ends, airplane 
companies plan to make cameras, 
optical equipment, farm imple- 
ments, household appliances and 
building materials, according to 
Donald M. Hobart, manager, re- 
search department, Curtis Publish- 
ing (Company, who presented de- 
tails of a new survey of postwar 
planning before the New England 
Sales Management Conference 
here this week. 

Likewise, airplanes and Diesel 
engines for airpower will be made 
by machinery and equipment com- 
panies, while tire manufacturers 
will turn out light metal items and 
housefurnishings suppliers will 
expand into boats and prefabri- 
cated houses, Mr. Hobart reported. 
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WMAQ programs far out in front. They show 
that the great majority of all listeners favor 
the top-flight NBC shows which distinguish 
this station —shows made possible by America’s 
leading advertisers and agencies and the out- 
standing talent they have assembled. 

This fact should be of vital significance to 
you if you are interested in reaching the Na- 
tion’s Second Market—a market which has a 
potential listening audience of 2,855,700 fam- 


over three and a half billion 


dollars a year. When you buy WMAQ time 
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The survey, covering 22 major 
groups, largely durable goods in- 
dustries, shows that 48% of the 
companies are producing mainly 
new products for war and will 
have major reconversion and mar- 
keting problems when peace 
comes. Approximately 35% of the 
companies are producing largely 
peacetime products which are now 
going to war and will have a 
minor production reconversion but 
an important marketing reconver- 
sion job to do. 

Nearly 17% of the companies 
are producing largely peacetime 
products and less than half of 
these goods are going to war, but 
the survey contends that these 
firms will face strenuous competi- 
tive conditions as fast as war in- 
dustries are able to make the 
changeover. 


60% Adopt Planning 


Postwar planning now is a defi- 
nite, organized activity in 60% of 
the companies, while in others, 
with few exceptions, the report 
shows, planning has been part of 
the program or is linked with day- 
to-day thinking. It was brought 
out that the greatest progress in 
organizing for peace has been 
made by manufacturers of house- 
hold appliances; plumbing; heat- 
ing and air conditioning; air- 
planes; building materials and the 
miscellaneous group. 

Mr. Hobart said interviewers 
found that 58% of all the compa- 
nies are planning to bring out 
some new product. Of these, 54% 
reported that the product was in 
the same field as their normal 
peacetime products; 12% plan to 
go into new fields; 20% reported 
new products in both their own 
and a new field, while the rest 
were not ready to specify. 

“The length of time that will be 
necessary for the reconversion of 
industry is of vital importance to 
consumers, to workers, and to in- 
dustry itself,’ Mr. Hobart asserted. 
“Business is attacking this prob- 
lem determined that reconversion 
delay shall not result in any more 
temporary unemployment than is 
necessary. 

“Considering regular or rede- 
signed products, 36% of the com- 
panies said they could reconvert 
within a few days and 20% more 
said three months or less, making 
56% who can reconvert within 
three months’ time. Another 14% 
said four to six months, and 4% 
said seven months or more. 

“The quickest reconversion time 
was reported among airplane 
manufacturers, metals, 
and paint, miscellaneous, building 
material and the paper companies. 
The most difficult reconversion 
problems were reported by auto- 
mobile companies, office equip- 
ment, jewelry, cameras, etc., hard- 
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Chicago, « 
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tion Board, 


Jan. 12-13. American Manage. 
ment Association, marketing cop. 
ference, Waldorf-Astoria, Ney 
York. 

Jan. 26-27. FM Broadcasters 
Inc., annual convention, Commo. 
dore Hotel, New York. 


Feb. 15-16. Inland Daily Press ® 
Association, winter meeting, Hote} wesbingeo 
Sherman, Chicago. eg 
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_Ri “Cutting | 
for Pepto-Bismol] }, ‘7, 
New York, Jan. 6.— Norwich §celing som 
Pharmacal Company during 1944 there, failit 
will give top billing to Pepto-Bis. these are | 
mol, the pink medicine for upset §scale today, 
stomach, with half and quarter. §be more w 


said. 

“One thi 
is that our 
have first 
capacity of 
considerati« 
duction of 
be allowed 


page color advertisements appear- 
ing in a large list of national 
Magazines. Intensive local news- 
paper and radio coverage will also 
back the drive. 

Amolin powder and cream, also 
manufactured by Norwich, have 
been renewed in “Buy Lines,” 
Nancy Sasser’s syndicated adver-| We can ha’ 
tising column printed in 44 big city| of Americé 
newspapers. The schedule calljs| not allow t 
for appearances every other week,\to its no 
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Lawrence C. Gumbinner Adver- |standable < 
tising Agency handles the account, | detract on 
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Tribune’ Starts War 
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Overseas Edition },.\%..2 
Chicago, Jan. 5.—Copies of the §/@rger in | 
first Chicago Tribune overseas edi- § ‘at aircra 
tion printed in Honolulu reached §%s_ will 
here by airmail this week as ar- §¥ts stress 
rangements were being made tof “It is g 
publish the paper once weekly in J™any mat 
England, North Africa, Sicily and §°! before 
Italy. supply, “ 
The present overseas edition§ there is a 
carries 12 pages, 12% by 9 inches, §'8 likely. 
including two pages of generalgs°me crit 
news with emphasis on Chicago §#°vernmel 
developments, two sports pages, a There 
page of features, an editorial page, | Where the 
a back picture page and five pages § "a8 easec 
of comics. War Department regu-§™ore and 
lations issued last month permitted § 29 fully | 
inauguration of the edition for the § This raise 
armed forces. should be 
| The special edition, without ad- § Pluses. 
chemicals| vertising, is set in type in the Rais: 
Tribune plant, from which plastic “It seer 
printing plates are made and flown matter b 
to Honolulu, where they are materials 
printed in the plant of the Hono- tions shot 
lulu Advertiser. Distribution is should go 
through the Army exchange. of its nor 
it must | 
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bt Doubt 
About Early Shift 


ito Civilian Goods 


Chicago, Jan. 5.—A significant 
statement by William L. Batt, 


‘Byice-chairman of the War Produc- 


Bfacilities to 


tion Board, indicated today that 
Washington is still far from 
enthusiastic about early reconver- 
sion of available manufacturing 
civilian products. 


BSpeaking at a meeting of the Chi- 
cago Association of Commerce, 


Mr. Batt emphasized that military 
needs must come first, and that 
the manpower situation is too tight 
to permit much conversion for 
civilian production. 

“Cutting back production, some- 
times actually closing a plant, can- 
celing some contracts here and 
there, failing to place new ones, 
these are happening on a small 
scale today, but they are likely to 
more widespread in 1944,” he 
said. 

“One thing is certain, and that 
is that our Army and Navy must 
have first call on the production 
capacity of the country, and no 
considerations of increased pro- 
duction of consumer goods must 
be allowed to interfere with that. 


.|We can have faith in the integrity 


of American industry that it will 
not allow the temptation to return 
to its normal business, under- 


_|jstandable as that temptation is, to 
jdetract one iota from giving the 


military services what they want 
when they want it.” 


War Production Higher 


After pointing out that war 
production will 10 to 15% 
larger in 1944 than last year, and 
that aircraft, radio and naval ves- 
sels will be the principal prod- 
ucts stressed, Mr. Batt continued: 

“It is generally understood that 
many materials which were criti- 
cal before are now in fairly easy 
supply. There are places where 
there is available labor, and this 
is likely to provide a basis for 
some criticism of the policy of 
government. 

“There are spots here and there 
where the pressure for manpower 
has eased off substantially, and 
more and more one finds plants 
not fully occupied with war work. 
This raises the question as to what 
should be done with these sur- 


pluses. 
Raises Difficult Question 


“It seems easy to dispose of the 
matter by suggesting that when 
materials are available, restric- 
tions should be lifted and industry 
should go back to the manufacture 
of its normal peacetime goods. But 
it must be remembered that not 


Leading Agencies Rely on 
Faithorn 3-in-1 Service! 
We would like to show you 


samples of work that we 
are regularly producing for 
leading advertising agen- 
cies through our COMPLETE 
SERVICE METHOD of opera- 
tion. Ad-setting, Engraving 
and Printing—all under 
ONE roof. Phone or write to 


The Faithorn Corporation 
504 Sherman St., Chicago 
Phone WABash 7820 


Employees of The Faithorn Corporation 
& subscribed 100% for Defense Bonds * 


all materials are in easy supply; 
over the greater part of the coun- 
try there is still no surplus of 
labor, and many components re- 
quired for peacetime goods, such 
as electric motors, are still criti- 
cally short. Which plants are 
going to make these peacetime 
goods is a question easy to ask but 
difficult to answer. 

“The desire to get old customers 
back as quickly as possible, the 
preference to make something 
where profits won’t be renego- 
tiated by government—all of these 
are strong pressures on industry 
not to take war contracts if they 
can avoid it, and to get out of them 
as quickly as they can. Certainly 
this is not in the country’s inter- 
est, where the needs of war must 
have first place down to the very 
day when the war is over.” 

Mr. Batt closed with the sugges- 
tion that postwar foreign trade 
must be a two-way proposition, 
and that we must expect to accept 
payment in goods rather than gold. 
Building a stockpile of raw mate- 
rials of which our supply has 
diminished to a dangerous degree 
might be the most satisfactory 
method of balancing foreign sales 
with purchases, he concluded. 


International Salt 
Launches ‘44 Drive 


International Salt Company, 
Scranton, Pa., will start its 1944 
campaign for Sterling salt this 
month, using newspapers in 30 
eastern markets. Straight product 


copy is scheduled for insertion 
several times weekly for six 
months. Two women’s publica- 


tions and spot and participation 
radio programs will augment the 
newspaper campaign. 

Institutional advertising in two 
national business publications will 
also be used, while a separate 
drive to promote rock salt will run 
in farm and industrial papers. 
The account is handled by J. M. 
Mathes, Inc., New York. 


Pollack Opens Agency 


J. J. Pollack, for the past three 
years with J. R. Kupsick Adver- 
tising Agency, New York, has re- 
signed to open his own company, 
to be known as Cromwell Adver- 
tising Agency, with offices at 122 
E. 42nd St., New York. Lillian 
Drobin has also left Kupsick to 
join the Cromwell agency as space 
buyer. 


Westinghouse Is 
Well Set for 


Reconversion 


Pittsburgh, Jan. 4.—Westing- 
house Electric & Mfg. Company 
plants which produced war mate- 
rials at a rate exceeding $70,000,- 
000 a month the past year, will not 
require much reconversion because 
many of the plants have been mak- 
ing the same type of products they 
did in peacetime, according to 
George H. Bucher, president. The 
major reconversion expense will 
occur in the electric appliance di- 
vision, where all normal activity 
has ceased, he said. The cost of 
reconversion will total millions of 
dollars, but it can be accomplished 
in months, without being an exces- 
sive burden on the company, he 
added. 

Mr. Bucher also estimated that 
the company’s net income for the 
year will be less than 3% of the 
gross sales, because of taxation and 
renegotiation requirements. Pres- 
ent backlog of unfilled orders to- 
tals one billion dollars. 


M. W. Smith, vice-president in 
charge of engineering, reported 
that more than $628,000,000 of fin- 
ished war materials were produced 
in 11 months. This was about 
$130,000,000 more than in the en- 
tire year of 1942. 

“There is little doubt that the 
greatest benefits from electronics 
are still to come,” said Edwin H. 
Vedder, Westinghouse electronics 
engineer. He believes that the de- 
vices will help industry to produce 
more goods of better quality at 
lower cost, thereby benefiting 
consumers. 

The company’s payrolls reached 
almost a million dollars a day dur- 
ing the year and more than 41,000 
workers earned more than $3,000 
each, Mr. Bucher said. Last year 
25,100 persons earned more than 
$3,000 each. 

“In our opinion,” said Mr. 
Bucher, “the acute shortage of la- 
bor the country over has passed, 
except in a few isolated cases. As 
plants become more familiar with 
the war equipment they are pro- 
ducing, they will find that they can 
turn it out with less labor, which 
should release men for work which 
is still expanding.” 
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Seek Ad Formula for 
Renegotiating Contracts 

Army and Navy officials at- 
ternpting to agree on a uniform 
policy on advertising expenses as 
an allowance in the settlement of 
war contracts, have turned to a 
formula proposed by WPB Chair- 
man Donald M. Nelson and re- 
jected by renegotiation boards 
more than a year ago. 

While it is by no means certain 
that the Nelson formula will be 
adopted for the standard termina- 
tion regulations now being com- 
pleted under direction of Bernard 
M. Baruch, the formula has always 
enjoyed strong support from mili- 
tary auditors. 

Auditors for the procurement 
divisions of the armed forces may 
not allow selling expenses includ- 


cost in war contracts. What little 
advertising they have allowed di- 
rectly—institutional and industrial 
advertising in trade and technical 
publications — has been classified 
as administrative expense. 


Have Been Liberal 


To permit industries which have 
been converted to war work to 
keep their trademarks or brand 
names before the public, renego- 
tiation boards, in reviewing settle- 
ments of war contracts, have been 
permitted to make allowances be- 
yond cost for a reasonable amount 
of institutional advertising. 

When the process got under 
way, more than a year ago, Donald 
Nelson suggested that such allow- 
ances are necessary, but that they 
should be smaller “than the money 


product in a normal competitive 
market.” 

The Nelson suggestion was over- 
ruled by the renegotiation boards, 
which decided instead to adopt the 
more generous definition of the 
Bureau of Internal Revenue, and 
to allow the same charges which 
were permitted for tax purposes. 

Service officials concede that 
termination settlements must grant 
larger allowances for advertising 
than the pittance that can cur- 
rently be justified as cost. These 
allowances would be necessary to 
protect whatever advertising com- 
mitments a firm had made on the 
strength of anticipated revenue 
from war work. They also would 
enable firms to plan for a legiti- 
mate advertising program during 
the period of transition from war 
to peace. 


Expect Nelson Policy 


Officials also believe that an 
advertising policy, revised along 
the lines suggested by Nelson, will 
be adopted by the renegotiation 
boards when and if the powers of 
the boards are effected by amend- 
ments currently under considera- 


policy would be designed to elimi- 
nate charges of extravagance ad- 
vanced by the Truman and Vinson 
committees of the Senate and 
House. 

* % 

Chairman James Lawrence Fly 
of the FCC has been incommuni- 
cado on the sale of shares in the 
Blue Network to Time, Inc., and 
Chester J. LaRoche, but by all 
appearances the FCC should be 
embarrassed by the deal. 

Coming as it does on the eve of 
the adoption of a report frowning 
on publisher ownership of com- 
munications facilities, the Blue 
Network deal could easily be inter- 
preted as a challenge to the com- 
mission. It has already been ad- 
vanced here as an argument for 
Commission control over networks, 
a suggestion gingerly advanced at 
recent hearings before the Senate 
interstate commerce committee. 

A careful review of Mr. Noble’s 
testimony before the FCC, when 
he was brutally questioned by the 
Commission on his plans for the 
network, does not indicate any dis- 
cussion of this particular point. At 
the time, Mr. Noble said he in- 


ing advertising, 


in determining 


required to promote the 


same 


tion in the 1943 tax bill. 


The new 


tended to sell interests in the Blue 


lt takes a lot of PAPER 
fo make a ton of Steel 


A Steel War—Today, mention of “steel” 
immediately suggests war materials . . . tanks 
and guns ... subs and ships ... jeeps and 
ducks. It takes steel to build these mighty 
weapons of war. Sure—but it takes a whale of 
a lot of PAPER to make the steel. 


It’s Vital—Indeed paper is indispensable to 
the steel industry—and every industry. It takes 
paper to produce our food and clothing .. . 
homes and furniture . . . products of peace 
and implements of war. It takes paper to 
fight the battles and win the victory. 


Kimberly-Clark Corporation, Neenah, Wis. 


Through the Mill—If you ever made a tour 
of a steel mill you know that paper ingredi- 
ent-guides control the formula...open-hearth 
paper charts control the quality... production 
records keep the stock moving...and a thousand 
and one pieces of paper keep the offices running. 


Make it Stretch—Due to the shortage of 
manpower, it is estimated that only 75% of 
last year’s pulpwood will be cut in 1944. That 
means far less paper pulp. For this reason 
you are urgently asked to stretch your paper 
supply as far as it will go. 


The “Big Inch’’— Paper is used not only to 
produce steel but also to protect it. The new 
oil line—from Texas to the East Coast—was 
wrapped in asbestos paper before it was laid. 
And every day paper is used between sheets 
of steel to prevent rubbing and scratching. 


WARTIME 
Levetcoat* 
The fact that most people have 

perceived no difference in 
wartime Levelcoat Printing 
Paper is a real tribute to the 
Kimberly-Clark research men. 
For it is through their cease- 
less efforts that new discover- 
ies and alternate ingredients 
are helping produce the high- 
est quality Levelcoat Printing 
Paper it is possible to make 


under wartime restrictions 
and limitations. 
© pave MARK 
ae 3 ese a 
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to public spirited groups, but 
did give the impression that a e 
siderable period of time wo 
pass before any action was ta 
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With the return of Congregy 
OPA is preparing for six mon 
of legislative difficulty, rangiy 
from settlement of the subsid¢ 
issue through efforts of vario 
pressure groups to clip its powe 
to a final climax when the 194 
budget is voted, probably at 
end of June. Though none ty 
happy about the prospects, officia 
believe that Col. Bryan Housto, 
has brought considerable improve 
ment to the rationing division, an¢ 
the entire operation under Cheste; 
Bowles has had increased publid 
acceptance. 

Despite improved good will with 
the public, however, OPA knows 
its rise or fall is linked to the 
ability of the administration t 
beat the pressure groups that wer¢ 
in the ascendancy when Congress 
adjourned. Movements on foot to 
wreck OPA by moving food pric. 
ing over to the War Food Admin- 
istration and turn oil prices over 
to PAW, where Mr. Ickes is sym- 
pathetic to higher prices, will un- 
doubtedly be extended. 


* 38 


Both the Treasury war finance 
division and OPA are badly in 
need of advertising men. Fathers’ 
draft has cut deeply into their 
manpower, for government jobs| 
have a low essentiality rating with 
Selective Service. .. When the four 
networks rebroadcast a transcrip- 
tion of President Roosevelt's 
Christmas eve speech on Dec. 24, 
it was something of a novelty, for 
the networks have a policy against 
the use of transcriptions. The} 
President offered to repeat the 
speech, but the nets agreed to the 
exception. . . Some quarters expect 
nasty political repercussions from 
Postmaster General Walker’s rul- 
ing in the Esquire case. Since 
Walker, who is also Democratic 
National Chairman, has already 
been accused of letting his reli- 
gious notions influence administra- 
tion of the law, the case could 
result in another shameful smear 
campaign of the type used against 
Al Smith in 1928. 


Coca-Cola Loses 
Suit Against Nehi; 


Wins Cleo Case 


Dover, Del., Jan. 5.—The Dela- 
ware supreme court yesterday 
unanimously upheld a _ court of 
chancery decision, dismissing a 
complaint filed by the Coca-Cola 
Company against the Nehi Cor- 
poration. In the complaint, trade- 
mark infringement and other re- 
lated acts of unfair business com- 
petition were alleged. 

In a 28-page opinion written by 
Chief Justice D. J. Layton, “cola” 
was declared a free word and the 
Wehi Corporation was found inno- 
cent of unfair competition in its 
sale and advertising of Royal 
Crown cola. 

The suit was filed by the Coca- 
Cola Company June 22, 1939. 1° 
was dismissed March 20, 1942, by 
Chancellor William Watson Har- 
rington in the court of chancery. 

The U. S. circuit court of ap- 
peals, eighth district, has found 
Cleo cola an infringement of the 
trademark Coca-Cola, affirming 4 
decree of the U. S. district court 
for the eastern district of Missour! 
in an action brought by the Coca- 
Cola Company against Cleo Syrup 
Corporation. 


MILLIONS | 


NOW SPENDING 


BILLIONS 


And wise advertisers are reaping fortune 
from this convenient market. Perhaps 
you've been overlooking the 7-billions 
spent yearly by American Negroes. Then 
you'll be surprised how easy it is to cover 
these spending millions at a cost so low 
it's a shock. Drop a line to Interstate 
United Newspapers, Inc., 545 Fifth Ave- 
nue, New York 17, New York and we I 
send you some startling, profit-revee'ing 
facts. 
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4Bankhead Bill to 


Emerge Anew as 


1Congress Gathers 


Radio Bill, Hikes 

in Postal Rates 

Also Await Action 

Washington, D. C., Jan. 5.—A 
determined campaign to bring the 


Bankhead bill for paid government 
war bond advertising to the House 


% foor shortly after Congress recon- 
am venes has been mapped by repre- 


sentatives of the National Editorial 
Association. 

Beaten by only one vote when 
the House ways and means com- 
mittee tabled the measure Dec. 8, 
NEA hopes to have the bill recon- 
sidered and reported to the floor in 
substantially the same shape that 
it was originally offered. The 
measure has already passed the 
Senate. 

An additional vote was offered 
to proponents of the bill today 
when Rep. Harold Knutson, Min- 
nesota Republican who was absent 
from the previous session, said 
that he would seek to revive the 
bill soon after the committee 
settled down from its holiday re- 
cess. 

One of the most active Republi- 
can members of the ways and 
means committee, Rep. Knutson 
had been ill in Florida at the time, 
and had been unable to participate 


jin the hearings or vote on the 


measure. 

Still undecided on specific de- 
tails of a paid advertising bill 
which he will support, Rep. 
Knutson said that he was consid- 
ering an amendment which would 
make the advertising program per- 
missive with the Treasury rather 
than compulsory. 


Other Legislation Pending 


In addition to widely-discussed 
legislative programs, such as the 
tax and subsidy issues and the 
soldiers’ vote, Congress will be ex- 
pected to begin its budget studies 
after the recess and to consider 
legislation to facilitate demobiliza- 
tion of industry and the armed 
forces. 

Among the items of business 
which committees will handle will 
be new radio legislation, hearings 
on the Bryson bill to restore prohi- 
bition for the duration and pos- 
sible new postage rates. One of 
the most controversial items will 
be a bill to renew the Price Con- 
trol Act, which expires in June. 

Radio legislation should be com- 
pleted by the Senate interstate 
commerce committee by the mid- 
dle of the month, Sen. Burton K. 
Wheeler has said. Differing 
greatly from the original White- 
Wheeler bill, the measure will 
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consist of a series of amendments, 
rather than a complete revision of 
radio law. 


Pressure Applied 


Hearings on the Bryson bill 
were called by a House judiciary 
sub-committee after 1,000 petitions 
bearing 100,000 signatures for and 
against the measure had been re- 
ceived. Hotly opposed by Con- 
gressmen who term it an effort to 
bring back prohibition by statute, 
it would ban the sale for the war’s 
duration of all beverages contain- 
ing more than a half of one per 
cent of alcohel by volume. 

New postage rate legislation is 
already included in the 1943 tax 
bill, still tied up in the Senate 
finance committee. A report on 
the Post Office Department’s cost 
accounting, soon to be completed, 
is expected to result in further 


rate revision proposals from the 


Postmaster General to the House 
and Senate Post Office and Post 
Roads committee. 

The fight over renewal of the 
Price Control Act, which probably 
will not get under way for several 
months, will be a life-and-death 
struggle for OPA. Already threat- 
ened with disintegration by con- 
flicting pressure groups, the 
agency will be vulnerabl® in the 
spring to sudden death either from 
failure to renew the Price Control 
Act, or to vote its budget needs. 

Rep. Knutson’s proposal to re- 
vive the paid advertising legisla- 
tion was prompted, he said, by his 
belief that the government should 
pay for its advertising as well as 
the other commodities that it uses 
for the war. Expressing distaste 
for the present system “which is 
too much like carrying a tin cup,” 
he said he thought the bill should 
be passed giving the Treasury the 


power to set up a paid advertising 
program. 

The additional vote provided by 
Rep. Knutson apparently insured 
action within the ways and means 
committee on the bill. Representa- 
tives of NEA hoped to get the bill 
reconsidered in the committee, but 
a plan was understood to be in re- 
serve to get signatures of 218 
House members so the measure 
would come to the floor without 
committee action. 


Grant Leaves GM 


R. H. Grant, who has supervised 
the merchandising of all General 
Motors divisions and is recognized 
as one of the leading sales execu- 
tives of the country, has resigned 
as vice-president of General Mo- 
tors Corporation, New York, effec- 
tive Jan. 15. He will continue as 
a member of the board. 


All-In-1 Extends Drive 

Advertising for All-In-One mul- 
tiple tablets, product of Battle 
Pharmaceutical Company, Toron- 
to, will be extended in January, 
with coast-to-coast street car ad- 
vertising supplemented by a cam- 
paign in newspapers and radio. A 
new companion product, Multivins, 
will be introduced this year. Dis- 
tributor is Norman S. Wright & 
Co. Ltd., Toronto. Tandy Adver- 
tising Agency, Toronto, handles the 
account. 


American Can Names 3 

M. J. Sullivan, president of the 
American Can Company, New 
York, has been named chairman 
of the board; D. W. Figgis, execu- 
tive vice-president, president; and 
C. H. Black, vice-president in 
charge of sales, executive vice- 
president. 


A LETTER 


First of a Series 


to an Agency Executive who,would like to 


learn more about a “‘Sleeper’”™* Industry 


*"'Sleeper”’ is descriptive only in an advertising 
sense. Otherwise, this industry is the country’s 


Notable national advertisers in Textiles and 


second largest and one of the most alert. 


* * a” 


America’s second largest peace-time industry in 
wholesale dollar volume is Textiles and Apparel. Only 
the Food field is greater. Yet in 1942 the Food industry 
spent 106 million dollars in national advertising while 
Textiles and Apparel with its 13 million advertising 
dollars lagged behind many industries doing far less 
wholesale dollar volume. 


Why has this great industry been so lethargic 
advertising-wise? Except for the fact that the ;Food 
field has a proportionately larger number of manu- 
facturers who do a greater dollar volume business, 
most of the answers are rather superficial. It boils 
down pretty much to this: Too few advertising people 
realize how thoroughly trade and consumer adver- 
tising can build Textile and Apparel sales to retailer 
and consumer. 

Although Textiles and Apparel advertising is 
astonishingly low in trade and national consumer 
advertising, it is an odds-on leader in retail store daily 
newspaper advertising. 


This means that— 

a. Money which might be spent advantageously 
in trade papers and consumer publications 
is being spent cooperatively with retailers 
in local markets. 

b. Too few manufacturers are alive to the im- 
portance of name establishment through 
trade and consumer advertising. 


Apparel are few and far betwéén. For every Pacific 
Mills, Celanese Corporation, Munsingwear, Jantzen, 
Talon, Maiden Form, Crown Fabrics and Du Pont 
there are hundreds of unheralded names. These have 
yet to experience the priceless sales aids that come 
from retailer cooperation developed through inten- 
sive trade advertising. They have denied themselves 
the consumer acceptance created by consumer adver- 
tising. A wealth of potential $25,000 to $100,000 
accounts are actually waiting for the right agencies 
to come along and help them establish themselves 
in trade and consumer advertising. 


Intensive trade and consumer advertising has 
established scores of great names in other fields. 
Relatively, this has only just started in the Textiles 
and Apparel industry. Help awaken this sleeping 
“giant” and you will be out in front in post-war 
agency business. 


ze 


The place of Women’s Wear Daily in the Fashion 
and Fabric industries — retail, manufacturing and 
wholesale—is undisputed. It is the constant aid to 
thousands of America’s most important retailers, 
manufacturers and wholesalers. News-wise and 
idea-wise, it is the voice of authority. Advertising- 
wise it is the voice of the industry ...its only 
daily newspaper. 


Women's Wear Daily 


THE RETAILER’S NATIONAL NEWSPAPER 


FAIRCHILD PUBLICATIONS 


WOMEN'S WEAR DAILY + DAILY NEWS RECORD ~ RETAILING HOME FURNISHINGS 


‘ 
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MEN'S WEAR + CHICAGO APPAREL GAZETTE + FAIRCHILD'S TRADE DIRECTORIES 
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Reconversion Plan 
on Electric lrons 


May Set Pattern 


Newcomers Shut Out; 
Each Former Maker 
Gets Base Quota 


By STANLEY E. COHEN 


Washington, D. C., Jan. 5.—With 
critical military production pro- 
grams admittedly being met by 
America’s highly organized war- 
time production machinery, WPB 
officials are taking the first steps 
toward reconversion of limited in- 
dustrial facilities for the produc- 
tion of predetermined quantities 
of essential civilian goods. 

While a recent survey by the 
Office of Civilian Requirements 
failed to reveal any emergency 
public demand for new supplies of 


consumer goods, war contract ter- 
mination and cutbacks have pro- 


vided industrial facilities and 
labor at a time when metals and 
important materials are becoming 
available in sizable quantities. 

Government officials are respon- 
sive to demands for renewed civil- 
ian production for several reasons: 

1. Increased supplies of civilian 
goods would drain off some of the 
“dangerous dollars’ which con- 
tribute to the upward surge of 
prices. 

2. Administration leaders want 
to avoid layoffs and unemploy- 
ment which follow cutbacks. 

3. WPB executives are sympa- 
thetic to the appeals of business 
men who have idle facilities on 
their hands. 


Getting Much Attention 


Partial reconversion while the 
war is continuing on two fronts 
has been recognized by both James 
F. Byrnes, director of the Office of 
War Mobilization, and WPB Chair- 
man Donald Nelson as a legitimate 
problem requiring their immediate 
attention. As long ago as last sum- 
mer, Mr. Byrnes ordered procure- 
ment agencies to reexamine war 
programs to determine whether 


facilities could be released for ci- 
vilian goods. 

Mr. Nelson recently told the 
Senate postwar planning commit- 
tee that the war on the industrial 
front is a series of steps, and that 
the country must not expect to go 
along full speed on war production 
and then go full speed into peace. 
“As a matter of fact,’’ Mr. Nelson 
said, “reconversion is going on 
right at the present time.” 

Mr. Nelson explained that the 
first step in reconversion is a 
switch from one war use to an- 
other. Secondly, if there is no 
other war use for that facility or 
industry, the change is from war 
work to essential civilian produc- 
tion, and then to less essential pro- 
duction. 


Piecemeal Reconversions Started 


Several of these piecemeal re- 
conversions are already under way 
or under consideration. In each 
case, the procedure is thrashed out 
by the appropriate WPB industry 
advisory committee, and a pro- 
cedure is worked out by the indus- 
try involved, with WPB admin- 
istering the operation. 

Perhaps typical of such a recon- 
version is the pending switch of 
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According to Sales 
Management's Retail 
Sales and Service Fore- 
cast for February, 
Hartford is New Eng- 
land's SECOND largest 


market. 


COCA COLA, in five consecutive 
years of newspaper advertising, 
has placed more lines in the 
Hartford Courant than in any 
other newspaper in the Hartford 
area, according to Media 


Records. 


MORE OUTLETS (all classifications) 
are covered by the Courant, 
whose circulation follows the 
area’s effective buying income, 
(1% in the city, 24 outside). That's 
one reason things advertised in 
the Courant are also SOLD. 


an 


electric iron manufacturers to re- 
sume production of 2,000,000 irons 
in 1944, a quantity 60% below the 
1941 peak, but nevertheless suffi- 
cient to mitigate hardships caused 
by the war. 

After thorough discussion by 
the industry advisory committee 
it was decided that each of the 25 
firms that were producers of elec- 
tric irons before the war would be 
assigned a quota of 43% of their 
1940 production. Companies that 
wish to produce under this quota 
will be examined by regional WPB 
officers, who will certify whether 
or not use of these facilities for 
civilian goods will interfere with 
the war program. 


Can’t Assign Quotas 


Companies which are unable to 
manufacture irons will be per- 
mitted to have their quota made 
for them by another manufacturer, 
but they will not be permitted to 
sell their quota to another firm. 
If a manufacturer is unable to 
make irons or to arrange for an- 
other firm to produce for him, his 
quota reverts to WPB, and is re- 
assigned to remaining members of 
the industry. 

Under the arrangement adopted 
by the electric iron manufacturers, 
and generally favored by WPB, 
newcomers are shut out of revived 
civilian production. Officials de- 
fend this condition on _ several 
grounds, the most important be- 
ing: 

1. The quota system maintains 
the relative competitive situation 
that existed before the war. 

2. Present attractive markets 
have resulted from wartime re- 
strictions on established producers, 
New producers must not expect 
that their entry into a competitive 
field will be any easier under ex- 
isting limitations than it would 
have been under normal business 
conditions. 


Govern Distribution 


In working out reconversion 
procedures, WPB has thus far at- 
tempted to discover civilian com- 
modities which are in greatest de- 
mand, and then seek necessary 
materials from the requirements 
committee for their production. If 
and when materials are available, 
the industry is set for the first step 
along the reconversion trail, pro- 
vided always that the war effort is 
not interfered with, either through 
direct stoppage of production on 
war material, or through with- 
drawal of badly needed labor sup- 
plies from war industries. 

The problem is then turned over 
to the industry advisory commit- 
tee, which is asked to work out a 
procedure for the production of the 
desired quantity. If the WPB in- 
dustry advisory committee is able 
to work out a program which sat- 
isfies the industry as well as the 
demands of WPB, this program is 
almost certain to receive approval. 

The control of WPB over prod- 
ucts produced in the interim re- 
conversion period goes far beyond 
the manufacturing stage, however, 
since WPB, and especially the Of- 
fice of Civilian Requirements, in- 
tends to see to it that whatever 
badly-needed civilian products are 
made are available at reasonable 
prices and in areas where they are 
most seriously in demand. In the 
case of electric irons, for example, 
it can be assumed that initial pro- 
duction of the industry will be 
channeled into those areas of the 
country where the shortage of 
irons is most acute, regardless of 
the normal distribution pattern 
which might be applied by each of 
the 25 manufacturers. 


Must Maintain Controls 


Officials point out that present 
controls regulating the use of ma- 
terials must continue so long as 
the huge war programs are in ef- 
fect. While materials are plenti- 
ful today, they point out that this 
is true only because demand has 
been controlled. As soon as the 
lid is off, they say, acute shortages 
will once more occur. 

While there has been some de- 
mand among some business groups 
for prompt relief from WPB regu- 
lations on materials, most elements 
in industry recognize that the 
regulations will be necessary for 
some time, officials assert, without 
limitation ‘orders, they say, small 
manufacturers would be com- 
pletely cut off from their sources 
of supply, and large firms engaged 
in war work would be helpless in 
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Rationing Booklet 
Issued by ANA 


New York, Jan. 5.—A pamphle 
prepared by the Office of War In. 
formation and the Office of Price 
Administration, in cooperation 
with the War Food Administra. 
tion, which points out the neces. 
sity of persuading the public not 
to buy food without surrendering 
ration points and not to pay 
higher-than-ceiling prices, is now 
being distributed by the Associa. 
tion of National Advertisers to al] 
of its members. 

Among copy appeals suggested 
in the booklet is one which em. 
phasizes that rationing enables 
Americans to share available food 
supplies with their Allies, as well 
as their fellow citizens. bution, 

Another approach tells how com- host of © 
pliance with rationing and regula-@are design 
tions helps to kill the black mar-§demand o 
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ommerce Dept. 
Plans Surveys fo 
hid Marketers 


Washington, D. C., Jan. 5.—An 


interesting list of business and 


-Mstatistical 


surveys designed to 
make the Department of Com- 
erce a valuable assistant to re- 


ymconverted industry in planning its 


mm pacity, 


postwar marketing was revealed 
this week by Dr. Amos E. Taylor, 
director of the Bureau of Foreign 
and Domestic Commerce, in a pre- 
view of the department’s activi- 
ties for 1944. 

Covering population trends, esti- 


imated retail inventories and sales 


for 1944, regional income redistri- 
bution, distribution costs, and a 
host of other items, the surveys 
are designed to satisfy the growing 
demand of both private enterprise 
and government agencies for in- 
formation on reconversion prob- 
lems. 

Much of the department’s cur- 
rent program is concentrated on 
devising ways and means of intel- 
ligently planning to convert from 
a wartime to a peacetime economy, 
Dr. Taylor reported. Exhaustive 


fresearch and analysis, which will 


be made available to business in 
practical, easily-applied form, are 
going forward, he said. Some of 
the plans are described in the 
January issue of Domestic Com- 
merce. 

Distribution and_ distribution 
costs will get considerable atten- 
tion from the department in its 
efforts to highlight postwar mar- 
kets, Dr. Taylor said. Specific func- 
tions of delivery, selling, financing, 
budgeting and buying, together 
with an analysis of costs and sug- 
gestions on how to reduce them 


mwill be the subject of one survey. 


Three Studies Planned 


Three distribution cost studies 
are contemplated, covering costs 
of distribution through diverse 
channels, to show the relative effi- 
ciency of various procedures and 
outlets; retail operating costs by 
lines, size of store and region; and 
cost analysis techniques for whole- 
salers and retailers, to determine 
cost of marketing functions. 

An entire project will be de- 
voted to gathering background for 
demobilization. This will attempt 
to explain wartime distortions. in 
employment, production, plant. ca- 
prices, consumer income 
and expenditures and accumulated 
savings. In addition to highlight- 
ing the problems facing various 
types of commerce and industry, 
it will seek to provide possible 


a solutions. 


One study of postwar sales ter- 
ritories will show the exterxit: of 
regional income redistribution as a 
result of the war. It will attempt 


gto explain the changes of relative 


importance of markets throughout 


@ the country. The regular business 


Population studies will provide 
additional knowledge of marketing 
possibilities. 

A thorough survey is already 
under way to get an estimate on 
retail inventories in 1944. Along 
these lines, the department will 
seek to draw postwar sales pat- 
terns for 26 major types of retail 
business, and to estimate sales for 
the calendar year 1944. 

In keeping with the program of 
the department, Secretary Jesse 
Jones said that all segments of 
American business should prepare 
for the reconversion period. While 
avoiding a prediction on the length 
of the war, he said we should plan 


NO TIME 
TO READ? 


We read U. S., foreign peri- 
odicals. books, speeches; give 
you each week best anecdotes, 
illustrative stories, etc. For 
speakers, chairmen, ministers, 
educators, writers. Third yeor 
of publication. Sub., $5. Send 
$2 for six months’ trial (26 
issues), Money-bock guarantee. 
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“calmly and intelligently for a 
smooth transition from a war to a 
peacetime economy.” 

Mr. Jones appealed particularly 
to small business, pointing out that 
major production anda large share 
of wartime profits were in the 
hands of big business. 

“Large and small businesses are 
dependent on each other,” he said. 
“Small business must be stable 
and prosperous for the good of the 
entire economy.” 


Purcell Joins BBDO 


Jack Purcell, honorably dis- 
charged after serving 17 months 
as a lieutenant (j.g.) in the Navy, 
has joined Batten, Barton, Durstine 
& Osborn, New York, as assistant 
to Jack Kelly, head of the market- 
ing department. Before joining the 
Navy, Mr. Purcell was with Inter- 
national Business Machines Cor- 
poration as secretary to Thomas 
J. Watson, president. 


Joins Hirshon-Gartield 
Charles M. Freeman, formerly 
with Federal Advertising Agency, 
has joined the copy staff of Hir- 
shon-Garfield, New York. 


NIAA to Study 
‘Unbalance’ in 


Industrial Papers 


Chicago, Jan. 4.—Perturbed by 
“so many loose and, perhaps, er- 
roneous statements” concerning a 
Possible “unbalance between ad- 
vertising and editorial matter’ in 
current industrial publications, the 
National Industrial Advertisers 
Association is seeking the true 
facts from publishers. 

Letters sent to publishers by the 
NIAA ask them to disclose the 
actual number of advertising pages 
and editorial pages, issue by issue, 
for the period commencing with 
January, 1939, and including the 
December, 1943, editions. The as- 
sociation voiced the belief that 
most publishers would welcome 
such a study and would be glad 
to know whether “this matter of 
‘unbalance’ is getting out of hand, 
or that the ‘unbalance’ is not gen- 
eral, but related to only a very 
small percentage of industrial 
papers.” 

The statements, the association 


said, will be collected from all 
leading industrial and technical 
publications and “should reflect 
more accurately than mere opinion 
could indicate the true facts of 
‘balance’ between editorial and ad- 
vertising pages.” 


Fitzgerald to Compton 


John D. Fitzgerald, formerly ra- 
dio director of the National Asso- 
ciation of Manufacturers, has 
joined Compton Advertising, New 
York, as an Allis-Chalmers account 
executive. 


Named Radio Director 


Trevor Evans has been appointed 
radio director of Pacific National 
Advertising Agency, Seattle. He 
also becomes manager of Pacific 
Radio Productions, an affiliated or- 
ganization. 


Hanson Promoted 

C. Hugh Hanson, formerly in 
charge of sales for National Brew- 
eries Ltd., Montreal, in the mari- 
time and western provinces, has 
been named vice-president in 
charge of sales. 


3 Name Watts, Payne 


Watts, Payne, Tulsa, Okla., 
agency, has been appointed to han- 
dle the advertising of Aviation En- 
terprises Ltd., Houston, Tex.; Fritz 
Glitsch & Sons, Dallas, Tex.; and 
Steffens Ice & Ice Cream Com- 
pany, Wichita, Kan. Media used 
by Steffens Ice & Ice Cream Com- 
pany will be restricted to the trade 
areas of Amarillo, Tex., and Wich- 
ita, and those of the other two 
accounts will be of national cir- 
culation. 


Elect Evans Associates 


Evans Associates, Chicago, has 
been elected a member of the As- 
sociation of Export Advertising 
Agencies. Ten advertising agen- 
cies, located in New York and Chi- 
cago, are members. 


Manson Joins B&B 


Douglas C. Manson, for the past 
four years copy chief of Paris & 
Peart, has joined the copy depart- 
— of Benton & Bowles, New 

ork. 
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individual people who make news live! So, around subjects of 
universal interest, they plan scenarios in advance. 


EVERY CHARACTER, every pore, every caption helped to explore 


this subject, as it affects t 


e boys in our services and girls who 


attract them. Parade showed the risks of hasty marriages, of 
sharply differing backgrounds, habits, tastes and attitudes. 


rship among nt 


ITH A CIRCULATION of 2,000,000 
families, Parade has the highest 


readership among national magazine sec- 


tions — as proven by independent reader 
surveys! Ask us to show them to you. 

Next to the main news, Parade is the 
best-read section of the Sunday newspaper. 
Your advertising pays extra dividends 
here! Space in Parade is still available... 
Read, below, the pointers on Parade’s tech- 
nique of pre-editing picture-stories, re- 
sponsible for its readership. 


ational magazine sections 


Aa 


WILL OVERSEAS, WARTIME MARRIAGES WORK? Parade sought 
the answers from our soldiers and sailors and from girls. Then 
Parade editors prepared a scenario, dramatizing those answers. 


WITH PHOTOGRAPHS and captions pre-planned and synchro- 


nized, the situations faced by couples were unfolded for Parade 
readers with vivid, flesh-and-blood reality — like a movie on 
paper. More about Parade editorial methods next month. 
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Paper's Refusal 
to Print KFEL 
Programs Upheld 


Denver, Jan. 4.—KFEL attor- 
neys planned this week to appeal 
to the Colorado supreme court dis- 
missal of the injunction suit seek- 
ing to compel the Denver Post to 
publish listings of the radio’s sta- 
tions daily programs. 

District Judge George A. Lux- 
ford dismissed the suit last Friday, 
holding that under common law 
the newspaper owed no duty to 
the station. He cited an opinion 
declaring that “a newspaper must 
remain free to publish such mat- 
ters as it regards as possessing 
news value, and to refrain from 
publishing such matters as it may 
determine do not possess news 
value.” He said the Colorado 
Unfair Practices Act does not 
apply. Another opinion contained 
in the dismissal order said “if a 
newspaper were required to accept 
an advertisement it could be com- 
pelled to publish a news item.” 

Attorneys for KFEL, in arguing 
against the Post’s dismissal motion, 
. contended that omission of the 
listings from the newspaper’s daily 
schedule of programs violated the 
Unfair Practices Act. 


For Signs of 
the Future 
Look to— 


S16m CO. Lima ONIO 


Meek Joins Gum, Inc. 


Charles H. Meek, for the past 
five years eastern sales manager 
of the confectionery division of 
Kraft Cheese Company, has joined 
the sales staff of Gum, Inc., Phila- 
delphia, as a broker in the Balti- 
more and Washington territory 
formerly handled by Samuel S. 
McKnight. 


Joins Red Cross 


Daniel D. Degnan, advertising 
manager of the glass container di- 
vision of Owens-Illinois Glass 
Company, Toledo, has joined the 
foreign service of the American 
Red Cross. Nelson M. Snyder, 
who has been in the advertising 
department for a number of years, 
will assume Mr. Degnan’s duties 
during his absence. 


Blue Adds WHDF 


Station WHDF, Calumet, Mich., 
has become affiliated with the Blue 
Network as a member of the Mich- 
igan network. Owned by Upper 
Michigan Broadcasting Company, 
the addition of WHDF brings to 
175 the total number of Blue out- 
lets and increases the Michigan 
lineup to 11. 


Changes to Rainfair 
Chicago Rubber Clothing Com- 
pany, Racine, Wis., manufacturer 
of waterproofed garments, has 
changed its name to Rainfair, Inc. 


Names Logan, Armold 

Logan & Arnold, Los Angeles, 
has been named to handle the 
account of the Guild of California 
Dons. Carol O’Conor is account 
executive. 


Move over, Silas— 
you're pushing me 


out of bed! 


but turn WDAY up 


little louder! 


Bill Sittig, Western manager of Woman’s Home Companion, won 
a prize at the Christmas party of the Chicago Federated Advertis- 
ing Club. It turned out to be a Good Housekeeping cook-book.. . 
H. E. Christiansen, vice-president of Henri, Hurst & McDonald, has 
been nominated for general secretary of the Chicago Association 
of Commerce. The election will be held this month... 

Betrothal has been announced of Sigrid Shield, yeoman, 2d class, 
USNR, to Lt. (jg) Gail M. Raphael, USNR, who was a member of 
Lord & Thomas before joining up. . . An apartment at fashionable 
31 Sutton Place South, in New York, has been leased to Jack A. 
Pegler, recently resigned as a v.p. of Foote, Cone & Belding... 

The engagement has been announced of Mrs. Gladys Forgie of 
Weston, Ont., to Capt. R. B. Hara, ad mgr. of the Toronto Telegram. 

In the chapel of the First Presbyterian Church in New Rochelle, 
N. Y., Joselyn Reynolds became the bride of Donald S. Gibbs, on 


the copy staff of Arthur Kud- 
IN THE WOODS 


ner, Inc. . . The nuptial knot 
was also tied in the Ocean 
Ave. Congregational Church, 
Brooklyn, between Marie H. 
Balme and Pfc. Richard W. 
Wendelken, who worked in 
the radio dept. of BBDO be- 
fore joining the Army... 

Last year the staff of WFIL, 
Phila., presented genl. mgr. 
Roger Clipp with a watch as a 
Christmas gift. This year they 
came through with a gold 
watch band. . . Back at his 
desk after a week’s siege of 
illness is Sam Fuson, v.p. of 
Arthur Kudner, Inc... 

The Newspaper Reps Assoc. 
of Chicago gave a testimonial 
luncheon at the Kungsholm 
restaurant for Charles Hen- 
drickson, ad manager of 
Jaques Mfg. Company, who 
is retiring after 35 years with 
the company. . . Miller Mc- 
Clintock, Mutual president, 
has been appointed co-chair- 
man of the natl. radio division 
of the ’°44 March of Dimes... 

Santa and the stork got 
balled up in the Christmas 
rush, but John Beckman Can- 
ning arrived Dec. 29. He’s the 
first for Kay and John Can- 
ning. Kay used to be with John Blair & Co., and John’s in the 
publ. rel. dept. of Standard Oil (Ind.). .. D. R. (Spec) Collins, acct. 
exec. of the Buchen Co., Chicago, was so impressed with a 4-pvint 
dish for a Better Homes & Gardens ad brought in for photographing 
that he dashed off the recipe to take home. The low-pointer (a new 
slant on spareribs) made a hit with the little woman... 

“A Business Man Guesses the Future” is the title of an article in 
Liberty for Jan. 8, predicting the downfall of Germany within the 
next six months 
followed by de- 
feat of Japan by 
the end of this 
year or early in 
1945. The busi- 
ness man: B. B. 
Geyer, pres. of 
Geyer, Cornell 
& Newell... 

Milton Laugh- 
lin, general 
manager of 
WHAT, Phila- 
delphia, has 
welcomed the 
second new 
member of the 
family. It’s a 
boy... 

Philip Klein, 
pres. of the 
Philadelphia 
agency bearing 
his name, is 
back in town 
sporting a beard 
he grew while 
serving with 
the Merchant 
Marine. . . Ad- 
folk are well 
represented on 
the publicity 
committee for Cincinnati’s Red Cross drive. Eric Stockton of Stock- 
ton, West, Burkhart is genl. chmn.; Helen Kennedy of Kroger, in 
charge of radio publicity; Chet Moreland, agency head, in charge 
of dir. mail; James Petty of H. & S. Pogue, window displays; and 
Ben Faulkner, in charge of outdoor... 

A. N. Cheney, time and space buyer for the J. Carson Brantley 
agency in Salisbury, N. C., counted up recently and found his large- 
bowl pipe collection had spilled over the hundred mark and is still 

At the age of 65, Graham Stewart, ad mgr. of the Christian 
Herald, has retired under the publication’s pension plan and de- 
parted with Mrs. Stewart to spend the winter in Florida. His son, 
Ford, western mgr. of the paper, has taken over in New York as ad 
mgr. and asst. publisher. . . 


Sam R. Meredith, left, assistant eastern 
division manager, and Philip J. Kelly, 
vice-president and general sales man- 
ager of Carstairs Bros. Distilling Co., 
wear serious expressions in this picture, 
which was taken on their hunting trip. 


SPOTLIGHT FOR TECHNICAL BOOK 


According to the publisher, McGraw-Hill Book Co., the 
“lit'ry" luncheon in honor of “A Primer of Electronics” 
and its author, Don P. Caverly, of Slyvania Electric Prod- 
ucts, was the first such affair ever given at the debut of 
a technical book. Here the author is autographing a copy 
for Howard Blakeslee, science editor of Associated Press, 
while Paul S. Ellison, ad director of Slyvania, awaits his 
turn. In the background is H. A. Thompson, of Arthur 
Kudner, Inc. 
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Management Men 
to Meet Jan. 12-13 


New York, Jan. 5.—Key market. 
ing executives from all over the 
country will convene here Jan, 
12-13 for the American Manage- 
ment Association’s conference tg 
exchange information on market 
methods and conditions in the 
postwar sales era. The sessions 
have been arranged by Don G. 
Mitchell, vice-president, AMA 
marketing division. 

Major topics of discussion wil] 
include: Overhauling the com- 
pany’s sales organization; major 
trends in distribution; permanent 
effect of wartime controls on con- 
sumer buying habits; income, buy- 
ing power and postwar markets; 
the coming pattern of industria] 
employment; what consumers want 
in postwar products; products, 
markets and research; new com- 
plexions in advertising; govern- 
mental controls over marketing 
after the war; rebuilding the sales 
staff. 

Among the speakers will be: Dr. 
Paul H. Nystrom, professor of 
marketing, Columbia University; 
Arthur C. Nielsen, president, A. C, 
Nielsen Company; S. Morris Livy- 
ingston, chief, national economics 
unit, Bureau of Foreign and Do- 
mestic Commerce, and Dr. Donald 
H. Davenport, chief, employment 
and occupational outlook branch, 
Bureau of Labor Statistics. 


McCrady Joins Hillman 


Malcolm McCrady, for the past 
three years with Roy S. Durstine, 
Inc., New York, has joined Hill- 
man Publications, New York, as 
promotion manager of Hillman 
—* Group, succeeding Ken 
oy. 


Force Joins Macfadden 


Jack Force, formerly art director 
of Blaker Advertising Agency, and 
recently with Gimbel Bros., New 
York, has joined Macfadden Pub- 
a as advertising art direc- 
or. 


Lambert Joins Huber 


Eugene V. Lambert, for many 
years an advertising representative 
for Editor & Publisher, has joined 
J. M. Huber, Inc., New York, 
manufacturer of printing inks, as 
publishers’ adviser. 


Fledgling, Connie Dickson 


A new little model with dew on her 


wings. Connie Dickson . 
from Rochester . . 
Jean, is a favorite Eastman Kodak 
model. (Will give you Jean anon.) 
Connie’s got a Jot and here’s prac- 
tically everything. A bathing suit like 
this appeared in LIFE recently and re- 
quests for “pin ups” ran into unbeliev- 
able thousands. We had it made to 
order ... silk jersey no less! If you 
do any trade paper ads, photos like 
this bomb your promotions clear out 
of the “Ho-Hum” class. If you want 
to clip this ad to your letterhead we'll 
semi you FREE sample proofs (no ob- 
ligations) and tell you all about our 
wonderful $5-a-month membersh'p 
plan. 


. . just down 
. where her sister, 


EVYE* CATCHERS, INC. 
10 E. 38 St., New York, 16 
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GM fo Spend 
Half Billion for 
Postwar Plants 


Janesville, Wis., Jan. 4.—Gen- 
eral Motors Corporation plans to 
employ about 400,000 persons and 
spend about a half a billion dol- 
Jars for postwar plants in the first 
12 to 18 months after the war, and 
to boost its passenger car output 
50% above 1941 levels, C. E. Wil- 
son, president, said here last week. 

He spoke at the Oldsmobile- 
Janesville division plant, which 
was presented with the Army- 
Navy “E” award. Mr. Wilson, dis- 
cussing the corporation’s large fu- 
ture expenditures, said it is 
planned to spend about 400 million 
dollars—possibly more—on four or 
five new plants and equipment and 
$100,000,000 on rearrangement and 
other work necessary to put exist- 
ing plants back in operation. He 
said the corporation would like 
to spend about $50,000,000 on 
certain “bottleneck” machinery be- 
fore the conflict ends, enabling it 


ito set up straightline production 


facilities quickly once the war is 
over, but he doubts whether this 
can be done. 

In aviation, General Motors’ po- 
sition will be just about what it 
was before the war, he said, add- 
ing that he does not believe there 
will be an airplane market with 
the magnitude of the automobile 
market. 


Peak in 12-18 Months 


Contrasted with the corpora- 
tion’s prewar normal employment 
of about 250,000, Mr. Wilson ex- 
pects that when peace returns 
about 375,000 will work in the au- 
tomobile divisions and 25,000 in 
other General Motors activities. 
Peak production should be reached 
in about 12 or 18 months after the 
war, he said, estimating that it 
would be 50% more than the 1941 
rate. 

The corporation expects to turn 
out cars “similar to those we were 
turning out,” said Mr. Wilson, as a 
lapse of one and one-half to two 
years would be necessary to retool 
for a brand new car. He empha- 
sized that he is not disturbed by 
reports that there may be new- 
comers in the auto industry after 
the war. 

“The more the merrier,” he said. 
“We welcome competition. We be- 
lieve it will be more logical for 
some of the big airplane makers 
and shipbuilders to make automo- 
biles than it would be for General 
Motors to make their products. 
But if these companies do try their 
hands at automobiles they will find 
it much different to make and sell 
them than is what they are doing 
now.” 

Mr. Wilson said the company’s 
dealer organization has made out 
better than expected, that the mor- 
tality rate has not been larger than 
it was in peace time. He said the 
company plans to make every 
effort to find a good use for the 
government plants it operates and 
that in locating new plants a num- 
ber of points will be considered, 
Including: proximity to market 
and materials, labor supply, and 
establishment in centers where 
there are indications of initiative 
and enterprise. 


Tape Corp. Names K&E 


Industrial Tape Corporation, a 
subsidiary of Johnson & Johnson, 
las named Kenyon & Eckhardt, 
ew York, as its agency. 


loins Pearson Company 


John McSweeney, radio time 
buyer for Compton Advertising, 
New York, has joined the New 
York sales staff of John E. Pear- 
on Company, Chicago, station 
representative. 


ARE YOU SELLING THEM EFFECTIVELY? 


. 
You should have — counsel 
on bow to reach the growing 
$7 Billion Negro Market. Consult ~ 


. 
DAVID J. SULLIVAN 
Negro Market Organization 

Marketing * Advertising + Research 
545 Fifth Avenue » New York, N. ¥, 


SO Elects Hanson 


H. E. Hanson, senior assistant 
general manager of sales of Stand- 
ard Oil Company (Ind.) has been 
elected a member of the board. He 
will continue his present position. 


KEYS Joins CBS 


Station KEYS, Corpus Christi, 
Tex., has become affiliated with 
the Columbia Broadcasting Sys- 
tem as a special supplementary 
station. 


Buyers Rush to 
Snap Up Horse 
Blanket Bargain 


Boston, Jan. 5.—‘Give Dobbin 
and the old grey mare a break... 
keep ’em warm on the job,” adver- 
tised Jordan Marsh, large New 
England department store in pro- 
moting one of the first lots of 
horse blankets offered since the 
advent of the automobile age. The 


blankets, fetchingly pictured on a 
horse, were Army rejects of cotton 
warp with jute and wool fillings at 
$5.95 per horse. 

Medium for the ad was the Sun- 
day Boston Post, chosen because it 
has a big circulation in the dis- 
tant rural areas of Vermont, New 
Hampshire, Maine and western 
Massachusetts. Jordan’s expected 
to make most of its sales by mail 
order but was astonished at the 
large number sold over the coun- 


ter the first day the blankets went 
on sale. 


a 
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Frank R. Glynn is advertising 
manager at Jordan’s and Mrs. 
Ruth French wrote the unusual 
copy. 


Joins Des Moines Papers 

Henry J. Kroeger, formerly vice- 
president of Coolidge Advertising 
Agency, Des Moines, and recently 
honorably discharged from the 
Army, has been named general 
manager of the research depart- 
ment of the Des Moines Register 
and Tribune. 


presents the 


ALL-AMERICAN BAND 1944 


in a Jazz Concert at 


sponsored by 


for the opening of the 
FOURTH WAR LOAN DRIVE 


and broadcast over the Blue Network on 


From 9:30 #0 9:55 E. W. T. 


‘THE METROPOLITAN OPERA HOUSE 


TUESDAY, JANUARY 18, az 8:30 P.M. 


THE NATIONAL WOMEN’S COUNCIL 
NAvy LEAGUE of se UNITED STATES 


COCA-COLA’S VICTORY PARADE OF SPOTLIGHT BANDS 


Admission obtained by purchase of $25 to $100 War Bonds at WAR BOND 
SQUARE, N. E. corner 52nd St. and 6th Ave., New York City and the 
WJZ Blue Bond Booth RCA Bldg. Radio City: or may be arranged 
by communication with Esquire Magazine, 366 Madison Ave., New York 
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een and Its 
Dealers Plan New 
War Loan Copy 


Cincinnati, Jan. 6.—Following 
up a highly successful war bond 
promotion during the 3rd War 
Loan, Gruen Watch Company and 
its dealers plan to throw their 
weight behind the new bond cam- 
paign this month with national 
magazine and newspaper adver- 
tising. 

Gruen aided the jewelers’ war 
bond drive last fall by scheduling 
full-page advertisements in Life, 
Time and other magazines and fur- 
nishing mats of the copy to retail- 
ers, urging them to use the spe- 
cial appeal instead of their usual 
newspaper advertising. Treasury 
officials praised the company and 
Gruen jewelers, who devoted more 
than 75,000 lines of newspaper 
space tying in with the national 
magazine copy, as well as war 
bond messages over local radio 
stations and car card advertising. 

The forthcoming ad, headed 
“Tell Steve you cashed your war 
bond,” is illustrated with the pic- 
ture of a soldier who “got his new 
legs yesterday.” People who cash 
their bonds, copy continues, “make 
deserters out of your dollars—a 
coward out of your cash.” 

“Steve would like his own legs 
back,” the message concludes. 
“But he’s not asking for his money 
back. Soldiers aren’t cashing their 
war bonds.” 

A line at the bottom notes that 
Gruen sponsors the war bond 
appeal. Dealers insert their own 
names in local tie-in advertising. 


House Organ Productive 


The company also is building 
dealer good will with its bi- 
monthly house organ, “Gruen 
Time,” each issue of which fea- 
tures a story on the history and 


Sear TI Thee 


merchandising set-up of a jeweler- 
customer. 

When the story is run in the 
regular house organ, a miniature 
copy is printed with the same 
front and back cover, but with the 
inside contents containing only the 
story of the jewelry concern. These 
are given to the jeweler to be used 
as envelope stuffers and to be dis- 
tributed by his sales staff. The 
quantity printed depends upon the 
size of the territory covered by 
the jeweler. 

Benjamin S. Katz, president of 
Gruen, said jewelers have found 
the miniature house organs pro- 
ductive, not only in the sale of 
watches, but other jewelry. Some 
of the stores featured have offered 
to pay for the miniatures, but 
Gruen stands all expenses. 


Pal Blade Poised 
for Biggest Drive 
in Its History 


New York, Jan. 5.—Pal Blade 
Company, maker of Pal hollow 
ground razor blades, this week 
revealed plans for the most ambi- 
tious campaign in its history, with 
ads appearing twice a week in 
more than 500 newspapers. 


Newspaper copy deals with in- 
ventions through the ages that 
have affected man and his way of 
life. Paralleling these inventions 
and their inventors, advertise- 
ments point out how Pal developed 
and patented hollow-grinding for 
safety razor blades, giving the 
safety razor the same _ superior 
shaving qualities the barber’s 
straight razor enjoyed. 

In addition, nine national maga- 
zines with a combined circulation 
of 16,573,000 will be used consist- 
ently. This advertising will utilize 
actual microphotographs to show 
the difference between a hollow 
ground and an ordinary blade 
after shaving use. 

Al Paul Lefton Company han- 
dles the account. 


cash with order. All 


The Advertising Market Place 


The rates for this department are as follows: “Help Wanted,” 
“Positions Wanted,” “Representatives Wanted,” and “Represen- 
tatives Available,” 30 cents a line, minimum charge $1. Terms 
other classifications (single insertion 
rates): % in., $2.75; 1 to 3 in., $4.75 per inch. 


REPRESENTATIVE AVAILABLE 


Ohio—West Virginia 
Western Pennsylvania 


HAROLD L. STUART 
Publishers’ Representative 


Business and Trade Papers 
Room 523—1836 Euclid Ave. 
Main 9357 Cleveland, 15, Ohio 


POSITIONS WANTED 


Situation Wanted: Past experience 
sales promotion manager and sales- 
man —intangibles through national 
advertisers and others. Good per- 
sonal volume of sales. Would make 
good pinch hitter and good steady 
plugger for interest of employer. 
References and encomiums from re- 
sponsible people. 

Box 4497, ADVERTISING AGE 

100 E. Ohio St., Chicago, 11 


Am desirous of making connection 
as ACCOUNT EXECUTIVE with 
New York agency. Have many con- 
tacts in industrial field Hollywood- 
New York. 

Box 4496, ADVERTISING AGE 
330 W. 42nd St., New York City, 18 


COPYWRITER: Able to convert 
technical information into under- 
standable copy. Experienced in all 
forms of industrial writing includ- 
ing ads, manuals, pamphlets, house 
organs, films. Available now part 
time basis. 
Box 4494, ADVERTISING AGE 
100 E. Ohio St., Chicago, 11 


Advertising—Promotion exec. seeks 
immediate, exciting opportunity in 
defense organization planning now 
for post-war. 


Capable writer, co- 
ordinator (methods and media) with 
unusual sales — advertising back- 


ground. Family man (37) draft de- 
ferred. 

Box 4493, ADVERTISING AGE 
330 W. 42nd St., New York City, 18 


Advertising-Public Relations Man— 
37, draft exempt, seeks position as 
dept. mgr. of firm with bright post- 
war future. Wide experience in in- 
dustrial advg. and publicity fields; 
listed Who’s Who. Could handle all 
activities. 
Box 4484, ADVERTISING AGE 
100 E. Ohio St., Chicago, 11 


a6 Nette 


SAFETY RAZOR CO. 


NEW YORK YANKEES 
j 44 
ANNOUNCED THAT THEIR 19 
C. 
BROADCAST - SPATION WINS WILL ARRY 


HOME GAMMS WILL BE 


THE GAMES. 


ma. n < - 


POSITIONS WANTED 


Secretary — Young lady experienced 
in responsible work seeks advertis- 
ing connection. Well educated. Ex- 
cellent references. 
Box 4485, ADVERTISING AGE 
100 E. Ohio St., Chicago, 11 


MID WEST AGENCY CONNECTION 
Mature agency man of wide copy, 
sales promotion, house-organ, fac- 
tory newspaper and general adver- 
tising experience, seeks new perma- 
nent connection. Exceptionally 
valuable to small substantial agency. 
Can creditably handle any copy in- 
cluding medical; contact accounts; 
hold business; get business. Hard 
worker, capable, sober, dependable, 
fine record. 
Box 4483, ADVERTISING AGE 
100 E. Ohio St., Chicago, 11 


Art Director of nationally circulated 
magazines desires new position. 10 
years experience with publications 
and agencies. Young, 34, modern, 
practical, chock full of imaginative 
ideas. Art educated. Thorough 
knowledge of typography and pro- 
duction. 
Box 4499, ADVERTISING AGE 

330 W. 42nd St., New York City, 18 


Business Paper Editor is seeking new, 
permanent position with established 
New York publisher. Six years of ex- 
ceptional experience in planning con- 
tents, assigning stories, editing copy, 
ordering layouts and art work, mak- 
ing up, covering conventions, inter- 
viewing executives, and writing news 
and features. Father, 4-F. 

Box 4501, ADVERTISING AGE 
330 W. 42nd St., New York City, 18 
CREATIVE 
ADVERTISING ASSIGNMENTS 
EXECUTED 
This advertisement is addressed to 
a few discerning men in advertising 
or business who are seeking unusual 

outside creative talent. 
I can handle several additional and 
important creative assignments that 
require a high order of copy, visual- 
izing and art treatment. 
I will carry forward a campaign 
that has been keyed or develop a 
new approach without disturbing the 
set-up. If the courage of a fresh 
creative impact is necessary, I will 
plan a series (or piece of direct mail) 
that will be noticeably different. 
Working behind the scenes, so to 
speak, mine is an idea workshop. I 
have a staff of topflight assistants 
who help me turn out consistently 
good stuff that is both disciplined 
and spontaneous. I’m not interested 
in placing advertising. 
I would like to convey the impres- 
sion that I am only interested in 
tough assignments where my many 
years of advertising, merchandising 
and research experience coupled 
with a background as advertising 
instructor (accredited University 
course) will be helpful to you... 
and me. May I show you my port- 
folio or spend a few minutes with 
you and a visualizing pad? 

Box 4500, ADVERTISING AGE 
320 W. 42nd St., New York City, 18 


HELP WANTED 


Advertising Age, January 10, if 
HELP WANTED 


ADVERTISING EXECUTIVES 


CREDIT PROMOTION MANAGER 
At least three years’ experieng 
promotion credit sales. Mail org 
experience desirable. 

CIRCULATION PROMOTION May 
AGER—Experienced in catalog y 
magazine circulation promotion, 

DIVISIONAL SALES PROMOTIoy 
MANAGER — Experienced in cat 
alog presentation of furniture 
shoes, and men’s wear. To develoy 
layouts and copy. Supervise copy 
writers. 

CATALOG DISTRIBUTION MAy 
AGER—To correlate catalog maij 
ings with established schedules, 

Excellent post-war opportunities 

Give complete information in firs 

letter. State age, education, experj 

ence, draft status, salary desired, 

Box 4492, ADVERTISING AGE 
100 E. Ohio St., Chicago, 11 

ADVERTISING COPYWRITERS 

Successful medium-sized Chicagg 

agency, leader in its field, wants ex 

perienced men or women copywrit 
ers. If you have proven ability 
write us a letter giving references 


experience, draft status and starting} 


salary. 
Burton Browne Advertising 
150 East Superior, Chicago, 11 
WANTED—High grade woman with 
broad experience and real back 
ground to head designing divisio 
for one of our country’s largest 
manufacturers of lamp shades bot 
parchment and silk. Plant located 
in middle west. Wonderful location 
Quick access to both Chicago and 
Detroit. Write quickly giving you 
complete history and required start 
ing salary, at which time appoint 
ment will be arranged. 
Box 4495, ADVERTISING AGE 
100 E. Ohio St., Chicago, 11 


A RARE AGENCY OPPORTUNITY 
FOR SOMEONE ON THE WAY UP 


That “someone” should be young 
man or woman, enthusiastic, capabl 
and versatile. Should have som 
agency experience or its equivalent 
Must be able to write potent cop 
and have working knowledge of pro- 
duction and layout. The agency is 
situated in a Midwest city. Living 
conditions are exceptional and ad- 
vertising is a green pasture. It isa 
new agency with substantial clients 
and already going places, fast. Ba- 
sic salary and participating arrange- 
ment for the right person. Tell all 
about yourself in your first letter. 
Box 4470, ADVERTISING AGE 

100 E. Ohio St., Chicago, 11 
Opportunity for two advertising men 
One with experience in the indus- 
trial and machine tool field. Ability 
to write advertising and editorial 
copy and do creative work on tech- 
nical accounts required. Also an ex- 
perienced copy man for general ac- 
counts; must be fluent writer and 
understand production. One of these 
positions will be with well estab- 
lished Agency serving several na 
tionally known advertisers and the 
other opening may be with one 0 
clients. All inquiries will be held 
in strict confidence. 

Box 4498, ADVERTISING AGE, 
100 E. Ohio St., Chicago, 11 


POSITIONS OPEN 
We specialize in advertising person- 
nel, male and female. Positions now 
available with advertisers, agencies, 
publishers and in radio. Transac- 
tions confidential. No registration 


fee. 
FRED MASTERSON 
Sinclair Masterson Personnel 
310 S. Michigan Avenue, Chicago, IIL 


George Williams 
COMMERCIAL PERSONNEL 
Advertising & Publishing Positions 
209 S. State St. Chicago, Ill. 


EXECUTIVE 

Position as Controller open in me- 
dium sized Printing and Publishing 
House in large city upper South. 
Must be over draft age but not over 
forty-five. Prefer man with print- 
ing and publishing experience. Must 
be industrious with a liking for de- 
tails and be able to get along with 
people. Give employment history, 
references and salary expected. 

Box 4479, ADVERTISING AGE 
330 W. 42nd St., New York City, 18 
Stenographer with copy writing 
ability and understanding of agency 
procedure for N. Y. agency. 

Box 4489, ADVERTISING AGE 
330 W. 42nd St., New York City, 18 


Man or woman writer. Newspaper, 
magazine or advertising experience 
preferred. Knowledge and experi- 
ence in the hotel or department store 
fields helpful. Unusual opportunity. 
Send outline of past experience. 
State salary. 
Box 4488 ADVERTISING AGE 

330 W. 42nd St., New York City, 18 


If You Can Write 
Advertising 
Here Is Your Chance 


We have an unusual opening —a 
good job now plus a post-war op- 
portunity. You may now be in an 
advertising department or in an 
agency or you may be just out of 
the Army or Navy. If you write 
well and know advertising routine 
here is your chance. Good pay now 
—a place with a future outside of 
Chicago. Everyone on our staff 
knows about this advertisement. 
Box 4504, ADVERTISING AGE 
100 E. Ohio St., Chicago, 11 


WANTED—BUSINESS MANAGER— 
for army camp newspaper near Chi- 
cago, full charge advertising sales, 
understand copy, layout—over 38— 
full details first letter. 

Box 4486, ADVERTISING AGE 
100 E. Ohio St., Chicago, 11 
Editorial Director, man or woman, 
to write, direct other writers on our 
staff and select and guide free lance 
writers. Help in format and policy. 
Magazine, advertising, or metropoli- 
tan newspaper experience preferred 
but unnecessary if colorful writer. 
Interesting opportunity with fifteen 
year old service publishing organi- 
zation expanding in a field of un- 
usual post war and present possibili- 
ties. Send brief, personal business 

summary. State salary. 

Box 4487, ADVERTISING AGE 
330 W. 42nd St., New York City, 18 
Copywriter for industrial accounts, 
with leading agency. This is not 4 
temporary job. Offers good future to 
the right man. Write immediately 
giving full details. Quick action 
assured. 

Box 4491, ADVERTISING AGE 
330 W. 42nd St., New York City, 18 


— 


‘Post’ Advances Weaver 


Austin A. Weaver, who formerly 
represented the Financial Post, 
Toronto, in Toronto and the west- 
ern states, has been named adver- 
tising manager. 


Clinton Elected V. P. 


E. R. Clinton, sales manager of 
National Drug Company, Phila- 
delphia, has been elected vice- 
president in charge of sales. 


-_ | 


Wanted: Industrial Editor 
The man needed for this position 
should be familiar with usual trade 
paper production problems and 
should have a background of knowl- 
edge in the air conditioning or re- 
frigeration field. Adequate salary to 
start, with every opportunity to im- 
prove. Please give complete back- 
ground in first answer. 

Box 4490, ADVERTISING AGE 
100 E. Ohio St., Chicago, 11 


MAILING SERVICE 


Multigraphing — Filling-in 
Addressing—Mimeographing 
THE LETTER SHOP, inc. 


431 8S. Dearborn St., Chicago Wab. 
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Lea Committee 
Studies Sale of 
Blue Network 


Washington, D. C., Jan. 6.—In- 
yestigators for the House select 
committee appointed to study the 
operations of the FCC are looking 
into the sale of the Blue Network 
to Edward J. Noble, Rep. Clarence 
Lea, chairman, reported today. 

While the study of the Blue 
transaction is intended primarily 
to make certain that the new man- 
agement is adhering to regulations 
for equitable distribution of radio 
time for political speeches, Mr. 
Lea said that “a full report” on 
“all circumstances involving the 
sale of the network” would be 
studied. 

Since Rep. Lea succeeded Rep. 
i Cox as chairman of the House 

investigation, the committee has 
had a number of unspectacular 
public hearings. Eugene Garey, 
much-criticized counsel appointed 
by Rep. Cox, has continued as 
3 chief counsel, but several other 
Cox appointees have _ resigned 
from the legal staff. 

Shortly before Congress sus- 
pended for the holidays, the com- 
mittee was granted an additional 
$50,000 to continue its activities, 
having already spent its original 
appropriation of $60,000. 

(} The investigation under Rep. 

Lea has been carefully watched 
| for an indication of the fate of any 
radio legislation that may pass the 
Senate this session, for Chairman 
Lea is also head of the House 
commerce committee, 
si which must steer the radio bill 
-| through the lower chamber. 
Meanwhile, the FCC newspaper 
“; ownership decision has apparently 
-§ beeri postponed for another week, 
following Congressional protests 
‘J after a premature forecast of the 
decision had been discussed here 
last week. 


I Invite AFA to 


xf Meet in Chicago 


The board of directors of the 
Chicago Federated Advertising 


§ Club last week invited the Adver- 


tising Federation of America to 
hold its annual convention next 
May in Chicago, 

If the plans go through, the 
CFAC at the same time will cele- 
brate the 10th anniversary of its 
founding. 


Steedle to WCAU 


Leo A. Steedle, formerly Pitts- 
burgh advertising agency mana- 
ger, has been named director of 
sales promotion for Station WCAU, 
Philadelphia, replacing Emma Mae 
Roberts, who has resigned. 


A GOOD SPOT 
FOR A GOOD 
COPYWRITER 


HIS busy 4-A Agency in Baltimore 

needs a good, full-grown copy- 
writer—one who combines vision and 
imagination with the fundamental sell- 
ing sense of a seasoned mail order 
man, or with the “tell all’’ characteris- 
tics of a man who knows his way 
around in industrial advertising. 


Will he have to make layouts? No, 
but he should have enough layout 
sense to plan and write the kind of 
copy that will permit a layout man to 
add good looks to his good writing. 


Although a well-rounded knowledge of 
agency procedure will be helpful, he 
Should, above all else, be a man who 
would rather write copy than handle 
any other phase of agency work. 
Frankly, our copy men spend the bulk 
of their time thinking, planning and 
Writing copy, and do very little of 
anything else. 


To the man who says “that’s the way 
I'd like to work,” we believe this 
Opening offers a splendid opportunity, 
in a congenial, growing 31-year-old 
organization — with a_ well-established 
reputation for doing the kind of job 
that attracts and holds good accounts. 


Please make your reply comprehensive 
—and give all the information you 
Would want if we were sitting at my 
desk. Address: Wilbur Van Sant, Pres- 
ident, Van Sant, Dugdale & Co., Inc., 
4 out Square Bidg.. Baltimore 2, 
d. 
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Names Mrs. Pailet 


Mrs. Dorothy F. Pailet, who was 
advertising manager of United 
Woolen Company, Columbus, O., 
for five years previous to 1939, has 
resumed her former post with the 
company. 


Joins Horton-Noyes 

Keith Babcock, formerly an 
account executive for Brooke, 
Smith, French & Dorrance, Inc., 
Detroit, has been named copy 
director of Horton-Noyes Com- 
pany, Providence, R. I. 


Macy Plans Strong 
Promotion for 
Supremacy Line 


New York, Jan. 5.—In line with 
a huge postwar expansion program 
which includes establishment or 
purchase of hundreds of stores 
across the country, R. H. Macy & 
Co. has appointed Grey Advertis- 
ing Agency to handle advertising 
and promotion for Supremacy 


Products, a subsidiary set up to 
market Macy drug and related 
items on a national basis under the 
Supremacy label. 

This marks the first venture of 
a department store into marketing 
on an extensive scale its own pri- 
vate brand line. While plans are 
still in the formative stage, the 
company expects to carve out its 
own niche in the national drug 
and toilet goods field. 

Under the direction of T. W. 
Johnston, vice-president of Su- 
premacy Products and executive 


vice-president of R. H. Macy & 
Co., and Daniel S. Shaffer, general 
sales manager of Supremacy 
strong advertising and promotional 
plans are being drawn up. Her- 
schel Deutsch is the Grey Adver- 
tising executive handling the ac- 
count. 


Joins Newell-Emmett 


Blayne R. Butcher, formerly radio 
producer at Lennen & Mitche 
New York agency, has been nam 
radio director of Newell-Emmett 
Company, New York. 


te 


THIS EXECUTIVE wanted to find the lead- 


their views... 


Choose the leader... 


Facts and figures—detailed and interesting—are available to support all 


NATION'S BUSINESS claims. Write or phone Orson Angell, Director of Advertising, 
1615 H Street, N. W.., 


Washington 6, D.C. (National 2380). 


THIS EXECUTIVE is going to try and 
pick the leader this way! He’ll take the 
one which comes down cover up! 


WHILE THIS EXECUTIVE, who’s a great 
guy for getting down to cases, simply 
bases his decision on the three factors 
that will mean most to him! 


ing magazine in the business field. He 
wrote ALL the editors, asking them 


THIS EXECUTIVE runs his life with a 
slide rule, and sometimes it works out. 


But it is so easy to get bogged down 
in small details. 
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New Products to Follow 
Old in Postwar Era 


Because employment needs will 
demand big volume production of 
those goods for which industry al- 
ready has the tools, but few of the 
startling mechanical gadgets born 
of the war’s speed-up research will 
be coming off production lines in 
the imrfediate postwar period, Dr. 
H. E. Fritz, research director, B. F. 
Goodrich Company, told the Tech- 
nology Club of Syracuse, N. Y., 
last week. 

To emphasize the magnitude of 
the problem the nation will face in 
maintaining jobs when war work 
is finished, Dr. Fritz pointed out 
that 1944’s estimated production of 
war goods alone—$80,000,000,000— 
will be the equivalent in dollars of 
“200 Panama canals, so you see 
that during 1944 we will be pro- 
ducing the equivalent. of a little 
better than one Panama canal 
every two days.” 

“In order to meet consumer 
needs and furnish jobs, our fac- 
tories for some time after peace 
comes will turn out models not 
greatly different from the prewar 
ones, using old patterns, jigs and 
he said. “Once the old 
models are in production and peo- 
ple are back at work on peacetime 
jobs, the psychological hunger to 
purchase will begin to taper off. 


COPYWRITER AVAILABLE 


Seasoned copy strategist, idea and 
contact man... draft exempt... ex- 
perienced on national, newspaper and 
tradepaper adv. ... looking for agency 
growing on basis of sound seliing 
copy. gency experience; sales pro- 

te campaigns; associ- 
ated with adv. successes. Chicago. 
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How Business and Industry Are Preparing for a Peacetime World © 
Edited by RALPH O. McGRAW 


Box ADVERTISING AGE, 100 E. 
Ohio St., Chicago. 
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That will be the time to begin 
offering the new gadgets and 
things to keep the process going. 
At this point the new marvels of 
science will begin to appear. 

“Some research people may feel 
this is a step backward, but we 
must recognize that it is far more 
important to keep unemployment 
to a minimum than it is to furnish 
the public with new gadgets that 
will take time to develop, let alone 
get into volume production. After 
all, many of the prewar things 
were pretty good, too.” 

ae a bo 


A bid for postwar business is be- 
ing made by Sponge-Aire Seat 
Company, Buffalo, with a 16-page 
brochure visualizing the com- 
pany’s production facilities and 
typical products for both wartime 
and peacetime use. ‘‘We make no 
apologies,” explains the text, “for 
starting now to look ahead and 
make definite plans — subscribing 
fully to the conviction of business 
leaders that the solution to main- 
taining American standards of liv- 
ing lies in production and in tak- 
ing advantage of every technolog- 
ical advance. ‘Product-ability’ is 
our word for it.” 

us 
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Hardware dealers should not be 
too anxious to grab all they can 
get as soon as merchandise again 
becomes available, cautions Arnett 
C. Kammeier, manager of the Na- 
tional Retail Hardware Associa- 
tion’s planning division, in the 
December issue of “Hardware Re- 
tailer.” Instead, he advises care- 
ful selection of merchandise so 
that stocks will be well balanced 
and of good salable merchandise. 
Six suggestions toward this end 
are enumerated: (1) take inven- 


Pointing the Way to 
A BIG MARKET 


GET FINGER-TIP FACTS 


ON RICH 16 county PEOR/AREA 


FACTS 
INFORMATION 
FIGURES 


BROCHURE 


about PEORIAREA—a market to warm any 
Sales Manager’s heart. Above-average, steady 
incomes, well-balanced between agriculture 
and industry. A market worth dominating — 
and dominated by WMBD. For better sales 
now—and postwar—don’t overlook PEORI- 


FREE & PETERS 
EXCLUSIVE 
NATIONAL 


ail REPRESENTATIVES 


WMED is s MEMBER CBS 
PEORIA BROADCASTING COMPANY PEORIA 1 HLLINeSS 


Complete Coverage in PEORIAREA 


A GOOD MARKET now. 
A BETTER MARKET when the War — 


tory of stock on hand and clean 
out “dead” merchandise; (2) check 
past selling experiences of the 
store; (3) consider new lines that 
have been added; (4) establish 
definite departmental stocks and 
limits; (5) develop list of mer- 
chandise needed to make a lively, 
salable stock; (6) buy only those 
items included in the selected list. 
ue te ue 


To indicate to manufacturers of 
welding equipment and supplies 
the effect of advertising on prod- 
uct acceptance and its probable in- 
fluence on postwar recognition, 
Welding Engineer has completed 
a survey which details present ac- 
ceptance, comparative acceptance 
in 1943 and 1942, and a projected 
trend. Of the products with great- 
est acceptance, 85% are exten- 
sively advertised. 


* * boo 


Most of the contents of “Clay 
Pipe News,” organ of the Clay 
Products Association, are directed 
at stimulating postwar planning in 
the sanitation field. “In 1929-30,” 
points out one article, “few men 
foresaw the depression with the 
result that there was no anticipa- 
tion ...no planning. Today we 
know the future is perilous. If 
we are caught without adequate 
plans we have no one to blame but 
ourselves.” 

A spread of the tabloid publica- 
tion dramatizes six steps suggested 
for postwar planning: (1) a study 
of potential work; (2) develop- 
ment of coordinated program; (3) 
preparation of plans and specifica- 
tions; (4) planning of funds; (5) 
clearance by legal department; (6) 
scheduling construction. “Blue 
Print Now” seems to be the slogan 
of all branches of the construction 
industry. 

1% 

A sales consultant of extended 
travel says most products being 
offered to manufacturers for post- 
war production classify as house- 
hold appliances. Many of the 
others are mere gadgets. 


ae 
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A. E. Rittenhouse Company, 
Honeoye Falls, N. Y., manufac- 
turer of chimes, is expanding its 
postwar planning activity during 
the first half of 1944 with a broad 
study of markets, distribution, 
residential buying and building 
trends, and the resumption of a 
trade building campaign in busi- 
ness papers serving the electrical 
appliance field. A consumer ad- 
vertising campaign will follow the 
trade program as soon as the com- 
pany, now 100% in war produc- 


products which are undergoing 
redesign. 


Automotive distributors are vi- 


maintenance of private and com- 


according to a survey conducted 
by Spartan Saw Works, Inc., 
Springfield, Mass. Of those cov- 
ered in the study, 83% favored 
extending their business in that 
direction; 11% 


developments; and 6% 
interested at this time. 


ak a %% 


On the assumption there will be 
ample buying power, and that the 
economic environment will en- 
courage spending, National Gyp- 
sum Company has made its plans 
for about 75% capacity operation 
during the first full year after 
peace, and capacity operation for 
the second peace year, according 
to Melvin H. Baker, president. He 
expects the business to provide 
jobs for about 30% more workers 
than it did in 1940. 


were not 


May Company to Use 
Papers in 100 Cities 


George S. May Company, Chi- 
cago business engineer, has sched- 
uled full-page advertisements to 
run in newspapers in 100 key cities 
in the United States and Canada 
during the week of Jan. 10. Copy 
features a chart indicating the 
growth of the company, which be- 
gan with a gross of $10,000 in 1925 
and had a gross of $6,157,142 in 
1943. 

The company plans to send 
130,000 American and Canadian 
business executives. 


Company, Chicago, is the agency. 


Postwar ‘Dream’ 
Houses Debunked 
in Gypsum Ads 


Buffalo, N. Y., Jan. 7.—National 
Gypsum Company, which will con- 
tinue to run its series of magazine 
ads to promote sound thinking and 
encourage immediate home plan- 
ning for the postwar era, this week 
placed one of its magazine inser- 
tions in a list of 13 newspapers, 
of which four were financial jour- 
nals, to point up the confusion be- 
ing injected into the public’s mind 
by exaggerated and fantastic pre- 
dictions about the postwar home. 

Employing 1,050-line space, the 
advertisement featured a cartoon 
lampooning postwar builders who 
make such ridiculous claims as 
“Wonderful New Vitamin Houses!” 
“A House that Revolves with the 
Sun!”, etc., over the caption, “Will 
your postwar house have hot and 
cold folding doors?” 

Copy points out that despite the 
plethora of fanciful notions being 
promulgated, the postwar house 
will offer conveniences, comforts 
and protection far beyond any- 
thing attainable a few years ago. 

These improvements will be ac- 
complished through the use of new 
building materials, says the ad, 
stressing that National Gypsum’s 
line of Gold Bond building mate- 
rials will be available almost over- 
night since the company’s 20 plants 
can reconvert to peacetime civilian 
manufacture in jig time. 

Batten, Barton, Durstine & Os- 
born handles the account. 


Boaz Joins ‘Parade’ 


Alfred J. Boaz, formerly of the 
Crowell-Collier Publishing Com- 
pany, New York, has joined the 
advertising staff of Parade, New 
York, and will cover the Detroit 
territory for the magazine. 


Nebraska E. Brown, vice-presi. 
dent and business manager oO! the 
Columbia Record, recently com. 
missioned a lieutenant (jg) in the 
Naval reserve, left Jan. 3 for 
Quonset Point, R. I., for training, 
He has been with the Record for 
17 years, starting as a member of 
the advertising staff. 

Leon Benson, at the time of his 
enlistment about 18 months ago a 
member of the advertising and 
publicity staff of Paramount Pic. 
tures in Hollywood, has been pro- 
moted to the rank of captain in the 
Army air forces. He is attached to 
the headquarters staff of the 
Eighth Army air force in England. 

Joseph L. Miller, director off 
labor relations of the National As-# 
sociation of Broadcasters since) 
1938, has resigned to enter the 
Navy. 

Francis Newton Moran, formerly 
on the advertising staff of the 
Rochester Democrat and Chronicle, 
has been appointed flight officer 
in the Army air forces at Kissim- 
mee, Fla., where he has been in 
training. 


Yuban on McCann Hour 


Yuban, coffee distributed by 
John G. Paton Company, New 
York, has been included in the 
1944 list of foods featured on the 
Alfred W. McCann “Pure Food 
Radio Hour,” broadcast Mondays 
through Fridays from 9:30 to 10 
a. m., EWT, over WOR, New York, 


Balch in New Post 


David A. Balch, formerly with 
the Charles Henry Publications, 
American Magazine and the Dill 
Publications, has joined the edi- 
torial staff of Chain Store Age, 


New York. 
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RETAIL SALES & SERVICES 
$11,800,000 in February 


Sales Management Forecast 


In Sales Management's forecast of retail sales and services for 
February, Worcester continues to hold its place as one of the great 
MUST markets of the nation. With total sales of $11,800,000, 


Worcester tops the average U. S. 


gain by 4.9 per cent and advances 


13.5 per cent over its own record for February 1943. 


POPULATION: City Zone 235,125. City and Retail Trading 
Zones 440,770. The Telegram-Gazette gives solid coverage 
of the entire market, city and suburban. 
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False Ad Claims 
Charged Against 


Fleischmann 


Washington, D. C., Jan. 4.—The 
FTC charged this week that ad- 
yertising by Standard Brands, 
Inc., New York, promoting Fleisch- 
mann’s compressed yeast as an 
effective treatment for vitamin de- 
ficiencies misrepresents the thera- 
peutic properties of the product. 

The complaint covered the bulk 
of extensive advertising for the 
yeast in newspapers, radio, maga- 
zines, booklets and other media. 
Among the issues was an FTC as- 
sertion that a Standard Brands 
survey of workers’ diets was only 
half as complete as the company 
claimed. 

i Most of the FTC complaint was 
devoted to copy which described 
the vitamin properties of Fleisch- 
mann’s yeast. The Commission in- 
sisted that these vitamins are no- 
where near as difficult to buy as 
the yeast advertising allegedly im- 
lied. 

4 The Commission objected to the 
claim that the daily administration 
of Fleischmann’s yeast will supply 
vitamins A, B and G, and effec- 
tively prevent or correct colds 
which hang on, nervous irritability 
or premature aging. 


Hits Health Claim 


Particular attention was called 
to an alleged claim that all vita- 
mins of the B complex group are 
essential for good health and that 
.|Fleischmann’s yeast, together with 
liver, constitutes the only .abund- 
ant natural source of the vitamin 
B complex. 

Citing in detail advertising on 
this theme, FTC said the company 
had alleged that many Americans, 
although able to purchase all the 
food they desire, suffer from mal- 
nutrition and lack of sufficient 


ate 
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vitamins to maintain buoyant 
health, and that a test of city work- 
ers disclosed that less than half 
received a sufficient quantity of B 
complex vitamins in their daily 
diet. 

The B complex vitamins are not 
difficult to obtain, the Commission 
charged, but are available in whole 
grain cereals, enriched bread, lean 
meats, leafy vegetables, beans, 
nuts, eooked liver, milk and other 
customary items of the ordinary 
diet. 

The Commission claimed, on the 
contrary, that it is difficult to get a 
sufficient quantity of riboflavin 
and nicotinin acid, two of the im- 
portant B complex items, from the 
yeast. 

Continuing with an _ assertion 
that a dozen or more B complex 
vitamins have never been proved 
essential to Health, the complaint 
said that of those which are essen- 
tial, Fleischmann’s yeast contains 
only the minimum daily nutritional 
requirement of vitamin B,, and 
will not adequately supplement the 
diet of people who are not getting 
enough vitamins. 

While the respondent advertises 
that its product constitutes an in- 
expensive way of adding the vita- 


min B complex to the diet, by rec- 
ommending two cakes daily at a 
cost of 6 cents, FTC said, ten cakes 
a day, at a cost of 30 cents, would 
be needed to supply the minimum 
daily nutritional requirements for 
riboflavin. The same amount of 
money, it continued, would pur- 
chase food which would insure 
against any vitamin deficiency, be- 
sides proving significant quantities 
of other valuable nutritive sub- 
stances and supplements. 

The FTC also charged that the 
advertised survey of the diets of 
city workers covered less than 25% 
and not 50% of worker homes as 
reresented. 


Joins Nettleton 


Arnold Bowden, formerly mer- 
chandising director of Station 
WAGE, Syracuse, N. Y., has been 
named advertising manager of 
A. E. Nettleton & Co., Syracuse 
footwear manufacturer. 


CFAC Elects Jones 


Fred H. Jones Jr., advertising 
manager of Horder’s, Inc., has 
been elected secretary of the Chi- 
cago Federated Advertising Club. 


Publishers Oppose 
Government's 
Paper Stock Plan 


Chicago, Jan. 6.—Opposition to 
creation of a stockpile of news- 
print paper, to be owned and dis- 
tributed by the government, was 
voiced in a resolution adopted to- 
day by the Chicago Newspaper 
Publishers Association. 

Asserting that the stockpile plan 
is not in accord with independent 
enterprise in the publishing of 
newspapers, the resolution added 
that it was “neither necessary nor 
practicable,” that it “will not op- 
erate in the interests of our 
military forces,” and that it should 
be abandoned. Copies of the reso- 
lution were sent to WPB Chair- 
man Donald Nelson, the board’s 
newspaper advisory council, and 
the American Newspaper Publish- 
ers’ Association. 

The resolution asked the WPB 
and the newsprint industry advis- 
ory committee to consider the de- 
sirability of amending order L-240 
to permit current production to be 
made immediately available to 
publishers. 


New Presentation 
Promotes Dailies 


New York, Jan. 5.—More than 
500 members of the advertising 
staffs of New York daily news- 
papers witnessed the showing of 
the presentation, “Newspapers Get 
Immediate Attention,” in the New 
York Times theater yesterday. 

Prepared by the Chicago chap- 
ter of the American Associatiun of 
Newspaper Representatives, the 
presentation is being shown across 
the country to advertising agen- 
cies and national advertisers. It 
stresses the immediacy of news- 
paper reading, the density of news- 
paper circulations, and the cheap- 
ness and flexibility of newspaper 
space for advertisers. , 

The presentation is an elabora- 
tion of “The Greatest Show on 
Farth” prepared by the Chicago 
group under the leadership of J. H. 
Sawyer Jr., of Sawyer-Ferguson- 
Walker Company, which has been 
widely shown to advertisers and 
was a feature of the annual con- 
vention of the Newspaper Adver- 
tising Executives Association in 
New York last June. 


* The F. & M. 


Company’s 100th Anniversary 
Book . . . completely handset in 


ATF BULMER 


Designed by Harry Payne, 
Art Director, Batten, Barton, 
Durstine & Osborn, Inc. 


Schaefer Brewing 


As the type face most capable ot expressing the 
character of the story, Bulmer Italic was chosen 
to introduce this handsome centennial book, and 
Bulmer Roman for the entire text. The obvious 
sincerity of this face suits the historical part of 


the book by being traditional but not old fash- 


ioned, while its crisp, clean design is equally 
consistent with the section on modern develop- 
ments. The wealth of variety in ATF faces, from 


AMERICAN 
wp] YPE 
FOUNDERS 


200 Elmora Avenue, Elizabeth 3, N. J. 


Have you a copy of the 
ATF Red Book of 
Types? If not, send for 
one on your letterhead. 
Also, single page show- 
ings including com- 
plete alphabets of the 
following and other 
ATF type faces. 


conservative Gothics and traditional interpreta- 
tions to modern designs and hand-lettered effects, 
supplies any art directorwith an infinite range 

of expression, simple, subtle, or strong. 


Bernhard Modern Italic 


i 


Lydian Cursive 
SPARTAN HEAVY 


( This advertisement is set in Bulmer Roman and Italic) 
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Y&R Denies Slash 
in GE Schedule 


New York, Jan. 7.—Rumors 
widely circulated in advertising 
and publication circles here this 
week saying that Young & Rubi- 
cam is cancelling General Electric 
magazine contracts were denied by 
agency officials. Young & Rubicam 
recently took over the account. 

The impression resulted, it was 
stated, from a rearrangement of 
schedules requested by General 
Electric division managers, who, as 
in the paSt, have traded space with 
each other. The result has been 
that the business paper schedule 
has been cut back somewhat, and 
there have been some cancella- 
tions in consumer magazines. It 
was pointed out, however, that 
there has been no scaling down of 
the General Electric appropria- 
tion, merely a shifting of space 
commitments. Cancellations have 
been made only on a month-to- 
month basis, with the expectation 
that part of the original schedule 
will be fulfilled, it was stated. 

James D. Webb is the Y&R ac- 
count executive. 


... AND IN JUST A SECOND 
THE MARCH OF TIME WILL BRING 


yOU AN INTERVIEW WITH THE 
DEFEATED JAP ADMIRAL... 
WHO IS NOW ON THE WAY 
TO THIS MICROPHONE. 


- ip MARCH OF TIME hasn’t yet 
been able to put a tattered Togo 
on one of its microphones—but we 
can hope, can’t we? 

Meanwhile, Thursday after 
Thursday at 10:30 PM (EWT) the 
March of Time brings to its listeners 
news from the battlefront and the 
home front—straight from the people 
who make the news—straight from 
the places where news is made. 

Listen just once for yourself and 
you will see why the March of 
Time’s Crossley is now crowding 18. 


10:30 PM (EWT) 
EVERY THURSDAY NIGHT 
OVER THE RED NETWORK 


THE MARCH OF 


TIME 


SPONSORED BY 
THE EDITORS OF 


Fair Distribution 
of Stocks Vital, 
Nielsen Cautions 


(Continued from Page 1) 


acute, Mr. Nielsen said, the manu- 
facturer, with the return of a free 
economy, must decide whether to 
return to the old-type product and 
package or to continue with the 
new, adding that “to make this de- 
cision intelligently, he must keep 
his hand on the pulse of consumer 
sales.” He pointed out that with 
consumer income mounting to 
spectacular new peaks, there is a 
visible tendency toward large 
package sizes, quality brands and 
semi-luxury type products. 
However, he said, this has not 
resulted in an avalanche of busi- 
ness for all manufacturers. Some 
lines have suffered because house- 
wives are busier, or because they 
have the money to buy more con- 
venient—if more expensive—sub- 
stitute commodities. He urged his 
listeners to keep their marketing 
methods attuned to current war- 
time conditions and to be alert to 
changes in publication readership 
or radio listening habits. 

Declaring that “distribution will 
not take care of itself,’”’ Mr. Nielsen 
warned: “Remember that when a 
marketing error is made today, its 
importance is vastly magnified by 
the stringencies of war economy. 
Everybody loses, both for now and 
for the post-victory period as well. 
Not only must we guard against 
de-emphasis on marketing — we 
must guard against waste and in- 
efficiency in marketing, if we are 
to make our full contribution to 
victory and to the better days to 
follow.” 


Must Double Salesmen 


Sales executives of America will 
need twice as many salesmen as 
were employed in 1941—trained to 
sell more efficiently than salesmen 
ever have sold—to market the 
goods and services that will be re- 
quired to keep an estimated 57,- 
000,000 persons gainfully employed 
after the war, asserted Harry C. 
Anderson, president of the Na- 
tional Federation of Sales Execu- 
tives and general sales manager of 
Globe-Wernicke Company, Cincin- 
nati. 

Quoting a Twentieth Century 
Fund report that the distribution 
cost for consumer goods is 59%, 
Mr. Anderson declared that selling 
cost must be reduced, charging it 
was a factor in causing people to 
join consumer movements. He hit 
at legislative restrictions against 
selling and “those in America who 
would enjoy seeing selling gener- 
ally discredited.” 

“Can we eliminate selling and 
advertising—in wartime or peace- 
time?” Mr. Anderson asked. “‘Well, 
it is interesting to observe that the 
government, and rightfully so, has 
employed practically every known 
form of selling and advertising— 
newspaper and magazine space, ra- 
dio, outdoor, sales rallies, and per- 
sonal selling, to sell war bonds, ra- 
tioning, and the war program to 
the American public.” 


Urges Cooperation 


It’s the people’s age today and 
any business cannot survive that 
doesn’t meet competition in this 
age the same as in any other, the 
sales executives were told by T. 
Spencer Shore, vice-president and 
treasurer of the General Tire & 
Rubber Company, Akron, O. 

If the free enterprise system is 
to survive, Mr. Shore declared, 
men in industry must realize that 
government is going to play a 
more and more important role in 
the national economy; they must 
understand government and must 
take an active interest in it; they 
must realize property rights will 
be respected only if human rights 
are respected, and the American 
people will have to want the 
American way of life badly enough 
to fight for it on the home front. 


Parker Joins Dell 

Felicia Parker, formerly with 
New York Mirror, has joined Dell 
Publishing Company, New York, 


as assistant promotion director. 


Wac Starts New 
Recruiting Drive 
in 8,392 Papers 


New York, Jan. 7.—Scheduling 
paid advertising in weeklies and 
every daily newspaper in the 
country, the Women’s Army Corps 
next week will launch an ex- 
panded campaign for recruits. 

Use of the weekly, as well as 
the daily newspapers, and the em- 
ployment of small space, has just 
been approved by the War Depart- 
ment, as suggested by Young & 
Rubicam, agency handling the 
Wac account. 

During the past fall, the Wac 
recruiting campaign has been pub- 
licized through a schedule which 
included every metropolitan Sun- 
day newspaper and every daily 
newspaper in the country, and re- 
cruiting totals have been consid- 
erably higher within the past few 
months. 

The new schedule, beginning 
Jan. 10 and continuing through 
the week of March 13, calls for 
weekly insertions of 400 lines in 
all daily newspapers published in 
cities of more than 100,000 popu- 
lation; 300 lines in all dailies pub- 
lished in cities of between 10,000 
and 100,000 population; and of 56 
lines in 6,850 weekly newspapers 
published in communities of less 
than 10,000 population. In all, 
8,392 newspapers, published in 
5,887 communities, will be used to 
reach approximately 58,000,000 
circulation each week. 

The broader schedule, it is 
hoped, will attract more women 
from small towns to enlist. Wo- 
men without skills are now being 
sought for the Wac since the War 
Department is prepared to train 
women for special assignments. 
Copy in the spring schedule will 
emphasize that future recruits may 
choose their branch of service and 
may ask for initial assignment to 
a job for which they qualify. 


Verdict Reversed 


The appellate division of the 
supreme court of New York ruled 
Dec. 29 that Congress never in- 
tended the Fair Labor Standards 
Act to apply to a daily newspaper 
which sends less than 1% of its 
total circulation outside of the 
state of publication. 

This reversed an order of the 
supreme court of Westchester 
County giving six former editorial 
employes of the White Plains Re- 
porter a judgment in excess of 
$43,000. The Reporter suspended 
publication Feb. 28, 1941. 


Joins Caterpillar 

Kenneth F. Park, formerly chief 
field engineer of R. G. LeTour- 
neau Inc., Peoria, Ill., has been 
named manager of the sales devel- 
opment division of Caterpillar 
Tractor Company, also of Peoria. 
Mr. Park joined the LeTourneau 
organization in 1933 as advertising 
and sales promotion manager. 


Mitchell Again Active 


R. V. Mitchell has discontinued 
his long association with the in- 
vestment banking business and 
will devote his full time to the af- 
fairs of the Harris-Seybold-Potter 
Company, Cleveland, of which he 
has been president since 1922. 


Esquire Wins 
Support in Pending 
Court Test 


(Continued from Page «1) 


next?” he asked. “Today it hap- 
pens to be one magazine. It may 
be a textbook tomorrow, and a 
newspaper the next day. We’ve 
presented our case at the hearing, 
where 2,600 pages of testimony 
were taken—probably 2,100 of 
them devoted to the obscenity 
charge. We covered every possible 
angle. Then the Post Office De- 
partment changed its sights, mak- 
ing a farce out of the hearings.” 

Pending court action on the 
dispute, Mr. Gingrich said, Esquire 
will continue to be mailed as 
usual. Denial of second class rates 
would cost the publication an esti- 
mated $500,000 annually in using 
higher rates. 


Churchman Hits Ruling 


Among those who assailed the 
ruling, despite what he called his 
own personal dislike of the pub- 
lication, was Dr. Daniel A. Poling, 
publisher of the Christian Herald. 
The Post Office Department’s ac- 
tion, he said, has “absolutely no 
justification in the bill of rights.” 

“However worthy the motive,” 
he added, “here is something dan- 
gerous that must not be allowed to 
stand.” 

The Chicago Sun, editorially as- 
sailing Mr. Walker as the nation’s 
self-appointed “Mr. Grundy,” re- 
called that the hearing was based 
largely on the obscenity charge, 
because of Esquire’s jokes and 
“pretty-girl picures,” but that Mr. 
Walker based his order on the 
legal theory that the magazine 
does not disseminate information 
of a public character. 

“For this precedent to be upheld 
would establish an extraordinary 
situation,” the daily said. ‘“What- 
ever one’s opinion of the moral 
standards of Esquire’s editors, the 
magazine contains many informa- 
tive articles and much serious fic- 
tion as well as ‘entertainment’ fea- 
tures. Where shall we draw the 
line between that type of maga- 
zine and another which empha- 
sizes the ‘information’ a little more 
and the ‘entertainment’ a trifle 
less? How shall one decide that 
a woman’s magazine, largely de- 
voted to light fiction, is entitled to 
second class mail rates though 
Esquire is not? And how guaran- 
tee that some future Postmaster 
General will not use the ‘morals’ 
approach to punish a magazine for 
political opposition?” 


Tribune Protests Decision 


The only section of the order 
with which it is easy to agree, the 
Sun said, is the Postmaster Gen- 
eral’s suggestion that a court test 
be made so that the issue of sec- 
ond class mailing privileges shall 
not be left to the “vagaries” of 
successive Postmaster Generals. 

The Chicago Tribune, which edi- 
torially disclaimed an _ intimate 
acquaintance with Esquire, said it 
knows enough about the magazine 
“to be certain that so far as its 
devotion to literature, the arts, the 
sciences, and public affairs are 


concerned, it is fully equal to 


fas 
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many publications that have not 
been harassed and are not likely 
to be.” 

Thanks to those who have fought 
to preserve the rights of the re 
public, Esquire can defend itsely 
in the courts, the Tribune said, byt 
here is a “perfect example of goy- 
ernment behavior” which coulg 
conceivably lead to government 
control of all publications—and ajj 
industry—under which “every. 
body’s livelihood and everybody’s 
reading matter will be determined 
solely and finally by the bogs 
bureaucrats.” 


Wilson Talks on Building 
“What’s Ahead in Building?” 
will be the subject of an address 
by F. Vaux Wilson Jr., vice-presi- 
dent of the Homasote Company, 
Trenton, N. J., at the Jan. 13 
meeting of the Chicago Federated 
Advertising Club at the Hote] 
Sherman. He is expected to dis- F 
cuss some of the controversial] 
phases of prefabrication and mags | 


merchandising through depart- 
ment stores. 
McNeely Named Ad Chief 


R. C. McNeely, formerly sales 


and advertising manager of Signal 
Mfg. Company, Menominee, Mich,, 
has been named to direct advertis- 
ing of Ansul Chemical Company 
and its subsidiary, Dugas Engi- 
neering Corporation, both of Mari- 
nette, Wis. 


Franz Joins Agency 

Robert Franz, formerly with Na- 
tional Cash Register Company, 
General Motors Corporation and 
Montgomery Ward & Co., has 
joined Advertising Producers-As- | 
sociated, Chicago, as consultant” 
and account executive. 


Copywriter and 
Contact Man 


WANTED 


We want at once for new and 
important creative work with 
responsible 4-A advertising 
agency at Cleveland, Ohio, a 
good copywriter with contact 
experience. The job has an 
immediately interesting side 
and definite postwar possibili- 
ties for expansion and growth. 
No 4-wall seclusion, but direct 
contact with client and trade. 
The man we want is below 40 
and should have character, 
personality, ideas and _ initia- 
tive, backed by definite and 
current advertising agency ex- 
perience. Write submitting 
qualifications; if they prove 
interesting, a preliminary in- 
terview will be arranged 
quickly. 
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Esquire Ruling 
Seen as Threat fo 
Other Publications 


(Continued from Page 2) 
public good and the public wel- 


re. 
_ to the record, Mr. 
Walker pointed out that Esquire 
admits that it stresses “a man 
alone angle,” or “a stag party type 
of treatment,” and that as part of 
its editorial policy it runs cartoons 
that feature sex. Mr. Walker also 
said polls submitted by the publi- 
cation show that 19 to 22% of 
those polled considered its pictures 
h indecent and 20 to 26% would 
object to having them in their 
homes. 
) Mr. Walker said distribution of 
Esquire has attracted a good num- 
ber of imitators, which copy only 
“the superficial aspects, the smok- 
ing room type of humor.” 
“Whatever the featured and 
dominant picture, prose, verse and 
systematic innuendos of this pub- 
lication May be,” Mr. Walker de- 
clared, “they surely are not infor- 
mation of a public character or 
literature, the sciences, arts or 


some special industry.” 

“T cannot assume that Congress 
ever intended to endow this pub- 
lication with an indirect subsidy 


“Band permit it to receive at the 


hands of the government a prefer- 
ence in postage charges of approx- 
imately $500,000 per annum,” he 
) said. 


_ iTollinger to Y&R 


Ned Tollinger, formerly produc- 
tion manager for NBC in Holly- 
wood, has joined the radio staff of 
Young & Rubicam, Hollywood. 


REACH 


MORE PEOPLE 


BO RE ATE 
MORE MONEY 


EE EO LTT 
MORE BUYING 


a thaneverinthe | 
SALT LAKE. 

MARKET 
over 


utan’s NBC station 


Matensi Representative (OMM BLAIR & CO 


S dvertising Age, January 10, 1944 


Lt. Bruce Ryan 
Fatally Injured 


in Plane Crash 


New York, Jan. 6.—First Lt. 
Bruce E. Ryan, 28, son of Fred- 
erick B. Ryan, president of Ruth- 
rauff & Ryan, was killed on Dec. 
29 when the Flying Fortress he 
was piloting crashed, with nine 
other men, “somewhere outside 
the United States,” Army officials 
at New Castle, Del., air base an- 
nounced yesterday. 

A native of Cranfield, N. J., he 
was a member of the advertising 
agency until he joined the Army 
air forces two years ago. 


EDWARD H. JONES 


Chicago, Jan. 6. — Edward H. 
Jones, who retired in 1930 as ad- 
vertising manager of Libby, Mc- 
Neill & Libby, died yesterday in 
the Presbyterian hospital of a 
heart ailment. Mr. Jones, who 
was 74, started with the food com- 
pany in 1886. 


CHARLES A. EXLEY 


Chicago, Jan. 4.—Charles Arthur 
Exley, 69, who retired in 1939 after 
being employed for 24 years in the 
advertising department of Marshall 
Field & Co., died Dec. 29. 


H. H. FITZGERALD 


Grand Rapids, Mich., Jan. 4.— 
Howard H. Fitzgerald, 72, presi- 
dent of the Pontiac Press Com- 
pany, which publishes the Pontiac 
Daily Press, died Saturday. He was 
formerly publisher of the Journal, 
Flint, Mich. 


LOUIS J. TARTE. 


Montreal, Jan. 4.—Louis Joseph 
Tarte, formerly president of La 
Patrie, Montreal, died Thursday at 
his home in Boucherville, Que. 


ALLAN B. CLEMENT 


Danville, Va., Jan. 4. — Allan 
Bledsoe Clement, 52, formerly as- 
sociated with the advertising de- 
partments of Danville Bee and 
Register, died Saturday, after an 
_— of several months. He was 


E. H. KITTREDGE 


Arlington, Mass., Jan. 4. — Ed- 
ward Holmes Kittredge, advertis- 
ing manager of Hornblower & 
Weeks, Boston, and secretary of 
the Boston Association of Stock 
Exchange Firms, died Friday. He 
was author of several books on 
investment and financial subjects. 


LEO T. FOLZ 


Cincinnati, Jan. 4.—Leo T. Folz, 
75, one of the founders of the Cin- 
cinnati Process Engraving Com- 
pany, died yesterday at his home, 
after a short illness. Mr. Folz re- 
tired about three years ago as 
vice-president of the company. 


ROBERT S. GILL 


Westfield, N. J., Jan. 6.—Robert 
S. Gill, president, Chesebrough 
Mfg. Company, New York, maker 
of Vaseline and other petroleum 
jelly products, died here last week 
at the age of 73. 

Mr. Gill joined Chesebrough as 
an office boy in 1883, when the 
late Robert A. Chesebrough, 
founder of the company, was 
president. In 1924 he was elected 
vice-president and director, and in 
1936 he was elected president. Mr. 
Gill was also president of the 
Pineoleum Company, an affiliated 
concern which makes nose drops 
and nasal jellies. 


Hugh Davis Joins 
Foote, Cone & Belding 


J. Hugh Davis, formerly in the 
Chicago office of Puck—the Comic 
Weekly, and previously director of 
Hearst Magazine Company, Ltd., 
London, will join the Chicago staff 
of Foote, Cone & Belding Jan. 15 
as an account executive. 


Mrs. Sheehan Advanced 


Mrs. Ann Sheehan, formerly di- 
visional advertising supervisor of 
Marshall Field & Co.’s retail store, 
Chicago, in charge of apparel and 
accessories, has been named 
fashion coordinator of the com- 


pany’s retail division. 
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New P&G Drive 
Tells Role of 
Soap in War 


(Continued from Page 1) 


try. Tabloid-size newspapers will 
get 1,000-line orders while stand- 
ard size papers will carry 1,800- 
line copy. Insertions are to appear 
in all papers every three weeks. 
In addition, pages will be used in 
The Saturday Evening Post. 
Captioned “What surprising 
things the war gets from a soap- 
maker,” opening copy explains 
that while the company’s 29 plants 
still make soap for consumer use, 
every plant is engaged in turning 
out diverse products for the armed 
forces. The advertisement features 
a map of the U. S. showing the 
location of P&G factories. Border- 
ing it are drawings in small panels 
illustrating the many wartime 
products of the company. 


Tells Production of Fats 


Another ad in the series, headed 
“Our fighters are lean and lanky— 
but they can’t fight without fat!”, 
tells how Procter & Gamble is pro- 
ducing shortenings to help “pre- 
pare the air force’s breakfasts and 
the artillery’s pies.” 

“From soybeans and peanuts and 
cottonseed we are processing cook- 
ing oils for the commissaries and 
field kitchens that feed our sol- 
diers and those of our fighting 
allies,” the copy continues. “Our 
scientists in our laboratories have 
developed special fats for the 
freezing weather of Alaska and the 
Aleutians and the blistering, blaz- 
ing sun of New Guinea and the 
Solomon and Gilbert Islands.” 

The company points out it is 
still making Crisco and cooking 
oils and fats for civilian use and 
is “not for a moment neglecting 
the vital home front.” 

In explaining the purposes of 
the campaign, W. G. Werner, man- 
ager, public relations division, said 
P&G believes that now, when the 
public is being asked to conserve 
soap for the war effort, it is im- 
portant for more people to know 
the “surprising things the war gets 
from a soap maker.” He added 
that the drive should give the pub- 
lic a basic knowledge of what the 
soap industry is doing. 

Pedlar, Ryan & Lusk, New York, 
is handling the institutional cam- 
paign. 


Jaques Appoints 
New Agency, 
Ad Manager 


Chicago, Jan. 6—Important 
changes in the marketing picture 
of Jaques Mfg. Company, manu- 
facturer of K C baking powder, 
were announced today by J. L. 
Trojan, general sales manager. 
These include the retirement of 
Charles Hendrickson as advertis- 
ing manager, the naming of Fred- 
eric D. Slayton as his successor 
and the appointment of Leo Bur- 
nett Company, Chicago, as adver- 
tising agency. 

Mr. MHendrickson’s retirement 
after 34 years’ service was marked 
by expressions of good will and 
appreciation tendered by friends 
in the publishing business and by 
company executives. Officers of 
the Jaques Mfg. Company and 
other close business associates 
honored him with a farewell din- 
ner at the Union League Club. 
More than a score of advertising 
representatives of newspapers also 
gave a farewell luncheon for Mr. 
Hendrickson. He will leave 
shortly for the Pacific Coast. 

Mr. Slayton, who succeeds Mr. 
Hendrickson as advertising man- 
ager of Jaques, has been copy 
writer for Henri, Hurst & McDon- 
ald and Vanderhoof & Co., was 
with Bauer & Black as assistant 
advertising manager, and was a 
partner in the Hanson - Slayton 
Advertising Agency, Rockford, Ill. 
Mr. Slayton leaves the W. E. Long 
Company, Chicago, to assume his 
new post. 


CBS Adds Texas Station 


Columbia Broadcasting System 
has added KBS, Harlingen, Tex., 
to its network as a special supple- 
mentary station. 


Tubie Resnik, vice-president and general sales manager of Calvert Distillers Corp. 
(right), shows Calvert's new war bond poster to F. E. Pulte Jr., chief, retail 
stores section, war finance committee of the Treasury Department. 


The poster 


and car cards of the same design will appear throughout the country to support 
the government's 4th War Loan. 


WLW to Broadcast 
Canadian Programs 


Station WLW, Cincinnati, has ar- 
ranged with the Canadian Broad- 
casting Corporation to broadcast 
Canadian public service programs. 
Plans call for ‘five Canadian “in- 
serts” a month in WLW programs, 
although the number may be in- 
creased later. 

The programs are designed to 
inform Midwest listeners of Cana- 
dian activities, achievements and 
problems. It is expected that 
within a short time CBC listeners 
may hear programs dealing with 
the Midwest region served by 
WLW. 


Miller Made Publisher 


Milton R. Miller, general man- 
ager of the Daily News, Batavia, 
N. Y., since 1932, has been named 
publisher, succeeding the late Ger- 
rit S. Griswold. 


Biggar in New Post 


George Biggar, formerly pro- 
gram director of WLW, Cincinnati, 
has been named assistant to the 
vice-president and general man- 
ager in charge of employe rela- 
tions of the station. 


Business Paper Editor 
Wanted 


Successful monthly business 
paper in Chicago has good 
opening for experienced man or 
woman. Must know how to edit 
manuscripts and lay out pages, 
as well as handle details of pro- 
duction. This is a position with 
excellent future. 


Box 4505, ADVERTISING AGE, 
100 E. Ohio St., Chicago, Il. 


accurate copy. 


professional distinction. 


in the post-war years. 


replies in strictest confidence. 


working conditions. 


please pass on the information. 


OPENING 
On the Dow Account 
For an Able Copy-Contact Man 


A permanent place in this agency is open to a man (draft-proof) 
able to contribute constructively to the copy and contact require- 
ments of the important account of The Dow Chemical Company. 


While this account is highly technical, actual chemical training is 
not necessary, providing you can quickly comprehend technical 
subjects and translate them into colorful, effective and technically 


Dow advertising is admired both in advertising and publication 
circles and by American industry at large. An extremely co- 
operative client provides the utmost latitude for full advertising 
expression when ideas are soundly conceived and executed with 


This agency ranks among the top-flight outfits—numbering among 
its clients Cadillac, Pontiac, Champion Spark Plug, Stearns, Reich- 
hold, and other concerns of high reputation. 


This is a real opportunity for a man who has the vision to move 
now into a challenging position—with all the tremendous promise 
of what the role of chemistry (plus plastics and magnesium) will be 


Write fully—experience, personal data, references, salary, etc. All 


DRUG COPY-CONTACT MAN: We also may need in the near future 
a man thoroughly familiar with drug promotion. Must be able to 
do field investigations and translate same into hard-hitting drug 
trade campaigns. A flair for ethical medical copy also desirable. 
This position has not yet matericlized—but may open up suddenly. 
Write if you want to be considered. 


PRODUCTION MAN: We also require a qualified production man 
(or woman) for our production department. A good knowledge of 
type, engraving and other branches of advertising production is 
essential but previous agency experience is not absolutely neces- 


sary. This is a PERMANENT job—with the best of congenial 


@ Or, if you know anyone interested in these opportunities— 


Address Replies to Personal Attention of R. A. Brewer, Vice-Pres. 


MacMANUS, JOHN & ADAMS, Inc. 


FISHER BUILDING - 


DETROIT 2, MICH. 
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PH 
Boston’s 
Only ALL-DAY 


Newspaper... 


... is the only Boston Newspaper bring- 
ing its readers the world-wide reports of 
SEVEN great news-gathering agencies: 
Associated Press, United Press, Chicago 
Daily News Foreign Service, North Amer- 
ican Newspaper Alliance, Chicago Sun 


Foreign Service, Overseas News Agency, 


N. Y. Herald-Tribune News Service. 


* All comics, editorials, columns, cartoons and other features appear in A.M. Grose and in P.M. Grose. Result: top 


morning reader coverage — top evening reader coverage —practically no duplication. 


The Boston Globe 


MORNING . EVENING + SUNDAY 
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Wertising Age, January 10, 1944 


PHOTOGRAPHIC REVI 
OF THE WEEK 


SPREADS NAMES OF U. S. FOOD MAKERS 


‘PEA SOYA SOUP 
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A red and white "U.S.A." emblem and standardized label bearing the manu- 

facturer's name have been designed by the Food Distribution Administration 

for lend-lease and other assistance programs, and are adaptable for use on 

packages, sacks or tins. These packages and cans show the new designs. 
(Story on Page 14). 


USES PHOTO-QUIZ 
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Why do hospitals . 
do this? 


te every mother: A loadin medical jomennl asked 
8.006 phesiciuses, uetiding most U.S. hate specintiats 
these \ tal quests about habooate. Reed » 
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Photo-quiz copy such as this will pro- 

mote Mennen antiseptic oil in a na- 

tional magazine campaign scheduled 

to run throughout 1944. (Story on 
Page 32). 


MURALS TELL THE STORY OF METAL'S CONTRIBUTION 


{ 
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These two murals, painted by Robert L. Lambdin, each approximately 6 by 14 feet, portraying the vital role which copper, 
ass and bronze have played in the advancement of mankind and the development of civilization, are being shown for the 
tst time in a special art exhibit at the New York Museum of Science and Industry, sponsored by the museum and the 

Bridgeport Brass Co. At the close of the exhibit, Jan. 29, the murals will be placed in the general offices of Bridgeport 


Brass in Bridgeport, Conn. 
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Quict Phase! 


TIRED WAR WORKERS 


NEED THEIR SLEEP 


Hep BELL & HOWELL CO.,net 


7IOO M' CORMICK ROAD. CHICAGO WANTED 


Bell & Howell Co. combines a request for consideration of tired war workers 

with a help-wanted appeal in this new design for one of its outdoor series 

posted in the Chicago area. Chicago's Mayor Kelly has commended the com- 
pany for its campaign for wartime cooperation among citizens. 


‘SUCH BEAUTY WILL NOT BE FORGOTTEN’ 
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STRDLD 500M MEATS WELL NOT BK FORGOTTEN ¢ US ol 
- and when we seek again the beauty we knew andl Sine . Ca 
HOSIERY 
VLLER- SMITH HOSIERY MILLS + CHATIANOOSA, TERA, 


loved before. ..yours to welcome again will be the low 
Tiness, the perfection, of FINE PEATHERS HOMERY 
' 


A minimum of copy goes along with the beauty in this Mademoiselle page 

which reminds readers in poetic fashion that ". . . whe» we seek again the 

beauty we have loved before .. . yours to welcome again will be the loveliness, 
the perfection of Fine Feathers hosiery.” 


OFFICIALS CELEBRATE ‘SWEET RIVER’ PREMIERE 


Following the Jan. 3 premiere of "Sweet River," sponsored on the Blue Net 

by A. E. Staley Mfg. Co. for Stoy soy flour, officials of Staley, Hill Blackett 

& Co., agency in charge, and the Blue breakfasted on Stoy pancakes. Seated, 

left to right, are: Marvin Harms, vice-president of Blackett; F. W. Apperson, 

package division sales manager of Staley; and M. R. Shoenfeld, sales manager 

of the Blue's central division. Standing are: Robert McKee, Blue salesman, 
and Richard L. Nagle, Staley advertising manager. 
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Does The Chicago Sun “have a way’’ with the folks in Chicago? 


Look at the happy faces of the kids pictured on this page for the 
quick answer to that question. 


This Christmas The Sun knew that, with wartime restrictions, 
thousands of children in orphanages, settlement houses and needy 
homes throughout Chicago would go toyless unless someone helped. 


So The Sun’s Christmas Toy Chest was created—and Chicagoans 
poured toys and cash and hard work, with generous hands, into it. 
And when the Christmas Toy Chest opened its lid, more than 15,000 
Christmas-wrapped toys went into the eager hands of these kids to 
fill their Christmas cup of joy to overflowing. 


The outstanding success of the Christmas Toy Chest is proof that 
The Sun stirs people to action . . . stimulates quick, active response. 


It also illustrates that whether you're selling to men or women 
—whether it’s overcoats or underwear—food or finance . . . 


as: 
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“THE SUN gives results 


out of all proportion to : 


. .. And that there is a brand new newspaper situation in this town. 
It’s this: 

1. You need The Sun in any newspaper combination to cover 
Chicago economically and efficiently. 


2. With The Sun alone you can buy a tremendous impact against 
America’s No. 2 market with a relatively small outlay. Actually, 
you can sell it for less in The Sun. 


« 
‘ .) > . ’ 
eee er ta 9 oe + 4 ~ as oe 4 


oo 


ice > WO ak & 


ez Ss Ray ete 


‘ 


CHICAGO'S MORNING TRUTHpaper — 


THE CHICAGO SUN 
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BUY UNITED STATES WAR BONDS 


THE BRANHAM COMPANY, Notiono!l Representatives: Atlanta, Charlotte, Chicago, Dallas, Detroit, Kansas City, Los Angeles, Memphis, New York, St. Louis, San Francisco 
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